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DESIGNATED HIT 


The competitive technology in elec- 
tronic video products has begun to 
saturate the market, and you.may be feel- 
ing the pinch. If so, we ve got a product 
that can put you on first base with new 
and existing customers, and help you get 
more mileage from your sales calls. It's 
the remarkable SUPERSCAN 
display console from Superscope, a ver- 
satile, self-contained information system 
that s economical and easy to use. 
Whether sold or leased, the 
SUPERSCAN console can effectively 
meet your customers merchandising 
needs and virtually eliminate the expense 
of throwaway signage. 

The name of the game is communica- 
tion, whether it's advertising, promotions, 
point-of-sale merchandising or information 
vital to the business. Anything your 
customer needs to tell his clients can be 
said best with a SUPERSCAN console, 
and its eye-catching graphics can work for 
him 24 hours a day. 

The SUPERSCAN console is the most 
advanced self-contained system on the 
market. It's completely portable and can 


easy-to-use built-in keyboard allows it to 
be programmed, corrected or updated on 
the spot. Messages can be stored and in- 
put via magnetic tape, using a portable 
cassette recorder. We also provide fac- 
tory reprogrammable plug-in memory 
modules which can contain permanent 
messages of up to 200 words. 

The SUPERSCAN console can be 
your ticket to a brand new ball game in 
your vending operations. It's backed by a 
two-year limited warranty (the longest in 
the industry), and if anything ever goes 
wrong, we Il repair or replace it. We also 
offer technical assistance and custom 
programming through our toll free 
WATS line. 

In today s crowded market, the 
SUPERSCAN display console can give 
you a winning edge. It offers the most 
features and the greatest flexibility at a 
price far below that of comparable 
systems. Give us a call (toll-free 
1-800-438-7023) and let us show you 
what a hit the SUPERSCAN console can 


make in your business. 


be used anywhere, even on the wall. Our S UPE R S C fi N display 


MARANTZ PIANO COMPANY, INC. 
Box 460 © Morganton, North Carolina 28655 © (704) 437-7135 


SUPERSCAN is a trademark owned by SUPERSCOPE, INC.., for its visual display components. MARANTZ is a 
subsidiary of Superscope, Inc., a NYSE company. © 1982 Marantz Piano Co. 


BIG STATE SUPPLY CO. 


Service is The Key to our Success. Same day shipment. 

Supplying the nation with parts and supplies for all equip- 

ment needs—JUKEBOX, SHUFFLEBOARD, PINBALL, 
POOL, VIDEO, & FOOSBALL 


Call Toll-free: 800/772-2708 (in TX) 


800/433-2915 (national) 

Ask for this month’s Play Meter Special on 

fuses, rubber rings, overlays, and marquees. 
Offer expires March 15, 1984. 
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IT’S NOT 
A SECRET 
ANYMORE! 


WE’RE FEATURING 
Bally’s Spy Hunter ¢ Centuri’s Track & Field 
Bally’s Tapper @ Taito’s Ice Cold Beer | 


ALL THE LATEST CONVERSION KITS AVAILABLE 
(Our Prices Are Too Low To Print!) 
Pole Position II ¢ Mario Bros. ® Roc ’N’ Rope @ Mr. Do! @ Mr. Do!’s Castle 


Donkey Kong 3 ® Mega Zone @ Pac-Man Jr. @ Elevator Action 
Cloak & Dagger @ Exerion @ The Glob @ Marvin’s Maze 


NEW CLOSEOUTS 


(Our Prices Are Too Low To Print!) 


Millipede fog Castles (ct) Chexx Hockey —_ Krooz’r 
Xevious Dig Dug Baby Pac-Man Mario Bros. 
Arabian Cosmic Chasm Domino Man Congo Bongo 
_ Crystal Castles Munchmobile Domino Man (ct) Star Wars 
Gyruss | 


Guaranteed Immediate Delivery 
on these Laser Disc Games 


NFL Football by Bally Dragon’s Lair by Cinematronics 

Goal To Go by Stern Cliff Hanger by Stern 
Firefox by Atari _ Astron Belt by Bally 

M.A.C.H. 3 by Mylstar Cube Quest by Simutrek 


Space Ace by Cinematronics 


We also carry a wide assortment of used equipment at low, low prices! 


IF YOU DON’T SEE IT, CALL: 


~ CENTRAL 


DISTRIBUTING COMPANY 


3814 Farnam Street, Omaha, Nebraska 68131 


402/553-5300 
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UP FRONT 


> 


Who’s promoting 
the coin-op industry? 


Since the shakeout began in the coin-op indus- 
try, many opinions have been aired as to why the 
industry declined so rapidly. However, when Space 
Invaders and Asteroids were introduced, no one 
speculated why the industry rose to stardom. No one 
had to. Business was lucrative and players loved the 
games. 

But now we must examine the industry’s pro- 
blems and search for ways to make it successful again. 


Recent newspaper articles have reported one 
problem: players are often bored with video games. 
‘A while back, a lot of games like Pac-Man | used to 
like a lot. Now these games are really boring. They’re 
all the same. You kill the invaders and that’s it. 
Boring,” a 12-year-old told a New York Times 
reporter. 

Players make or break a game. If they are so 
bored, it seems the industry doesn’t have a chance of 
surviving. 

What about new technology? An impressive 
technology was introduced with Dragon’s Lair. The 
media leapt on laser disc technology and gave 
Dragon’s Lair more publicity than any recent game. 
The public responded. One arcade was forced to post 
a sign on its Dragon’s Lair, limiting plays per person to 
give everyone a chance to play. Lines formed as 
anxious players waited to try the newest offering from 
the coin-op industry. It looked like the kids would 
make their way back to the empty arcades. 


Or will they? How long will laser disc’s novelty 
lure players? 


What is being done to sustain interest in new 
technology and promote other coin-op forms? With 
Dragon’s Lair, operators benefited from publicity 
created by the media. Players were exposed directly 
to the game. But now howis the industry approaching 
these fickle fans and tantalizing them with its games? 
Who is marketing the coin-op industry? Who is pro- 
moting its products? 

Associate Editor Mike Shaw examined this issue, 
and everyone in this industry should read his report 
on page 24 because it affects each of us. The industry 
has failed to market itself to the consumer—the ulti- 
mate end user of its products. 

Admittedly, the player does not buy the games. 
But the player pays for the equipment in quarter 
installments. And that seems to be where the problem 
lies. The operator needs players to put more quarters 
into the games so he can afford new equipment—the 
operator needs to stimulate players’ interest. But he 
can't do it alone. 

The manufacturers have experimented with 
approaching the public and, as you will read, have 
been successful. But nothing has been done on a 
cooperative, national level campaign. 

What great movie have you gone to that was not 
heavily promoted? Don’t advertisements or TV com- 
mercials prompt you to see a movie? 

Wouldn't it be nice if the coin-op industry could 
prompt consumers to use its products? Imagine kids 
watching TV whena commercial for the latest coin-op 
airs. One kid turns to the other and says, “You know, 
| would like to play that game. Let’s go to the arcade!” 


Valerie Cognevich 
Editorial Director 
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AOE support 


I want you to know that I and all 
my operator friends, here in Wichita 
and all over America, support you 
and AOE in your battle against 
AGMA. , 

In fact, I prefer AOE over the 
AMOA Show. My company has sent 
at least three of our employees to 
every AOE. 

Your editorials in the February 1, 
1984 Play Meter (p. 6-7) really hit 
the nail square on the head. The 
manufacturers, some worse than 
others, are so arrogant and dictator- 
ial it is not surprising they also do 
not negotiate in good faith. It seems 
these same manufacturers are not 
participating in AOE 1984. Good! I 
won't miss them in the least. 

I wish you success in your battle— 
the operators’ future will be ad- 
versely affected if AOE and Play 
Meter lose this fight, which was 
initiated solely by AGMA. 

Stan Chilton 

President 

Chilton Vending Company 
Wichita, Kansas 


Solve your 
own problems! 


I'm not really interested in the 
internecine problems of AGMA- 
AOE/Play Meter. (Play Meter, 
February 1, 1984, p. 6) 

It does nothing to help me as an 
Operator, and it wastes my time 
reading about it. 

I think that the industry and your 
magazine would be better served if 
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you solved your own problems 
without crying on my sleeve. 
I have my own problems. 
Bored with yours! 
Sheldon Abrams 
Eskin Vending Amusements 
East Brunswick, New Jersey 


AVMDA editorial reply 


While professionalism as well as 
propriety inhibit me from making 


the kind of reply that is really neces- 
sary to an editorial” appearing in 
the recent issue of Play Meter (“Up 
Front,’ Play Meter, February 1, 
1984, p. 6); nevertheless, to allow 
this sort of one-sided tirade by 
Ralph Lally to stand without 
response is, in my opinion, a dis- 
service to the entire coin-op indus- 
try. Cutting through the obvious 
literary license and temerity con- 
tained in the rhetoric of Mr. Lally, 
one ts led to believe that Ralph Lally 
not only single handedly created the 


Audio Visual 
Amusements 


Offering the finest 


new and used 
equipment 


REPRESENTING LEADING FACTORIES 
@ SALES, PARTS, SERVICE @ 


ARCADE PLANNING 
SPECIALISTS 


Every new and used video 
in stock at all times 


YOU’VE TRIED THE REST, 
NOW TRY THE BEST 


WE’RE EAGER TO SERVE 


1809 Olive Street 
St. Louts, Missour! 63103 


(314) 421-5100 


For further information, call Pete Entringer 
(collect) 


THE SOUTH’S REPAIR CENTER 


FOR VIDEO GAMES, PINBALLS & MONITORS 


~ 24HOUR TURNAROUND +: 90 DAY WARRANTY 
$ 25.00 PER HOUR PLUS PARTS » NOMINIMUM 
65 YEARS COMBINED COIN INDUSTRY EXPERIENCE 


Ws VioC ome ELECTRONICS, INC. 
2312 TIFTON ST., KENNER, LA. 70062 - (504) 468-9824 


We re-invented 
the ball sepa rator 


Not all ball separators are alike. And not all of them are 
reliable. Dynamo engineers re-designed their cue ball separator 
to work with both the special Dynamo 2,” ball and the standard 
over sized ball. Because it operates on the weight differences 
of the balls, no adjustment is ever needed. And Dynamo 
guarantees it for the life of the table. 


The Big D pool table is more than a game. It’s a solid, secure, 


maintenance-free investment. 


Call Dynamo today for the best coin-operated pool table ever 
built. 


ynamo Corporation 
1805 S. Great Southiwest.Parkway 


Grand Prairie, Texas 75051. 


(214) 641-4286 1-800-527-6054 Telex: 732432 


industry (or at least the coin- 
operated amusement device portion 
thereof) but, also, was responsible 
for every operator related success 
notwithstanding Space Invaders, 
Pac-Man, Donkey Kong, Centipede, 
and every other video and pin game 
ever introduced into this industry. 

It has often been said that one of 
the greatest advantages to a pub- 
lisher involved in litigation is that 
he may ‘try his case” in print and 
without the impediment of opposi- 
tion or the ‘other version’ of the 
facts, let alone having to satisfy the 
basic requirements of the judicial/ 
legal system. The foregoing is 
clearly evident in the editorial in 
question, being that a literal reading 
thereof gives the impression to the 
reader that it is the “inherent right” 
of Play Meter and its partner, Con- 
ference Management Corporation, 
to run a trade show unshackled by 
competition—or at least without 
competition from segments of the 
industry which Mr. Lally character- 
izes as “bad guys.” 

While this matter may be, unfor- 
tunately, ultimately decided in the 
courts, nevertheless, it is encum- 
brant upon the readers of the 
various trade publications, most 
importantly the operators, to 
understand that it was and continues 
to be the intention of AGMA and 
AVMDA to provide to the operators 
a new industry show—run by the 
industry, for the industry, and with 
the support of the industry. 

If Mr. Lally is truly interested in 
the industry—and that segment 
generally referred to as the opera- 
tors—as he continually states, one 
would think that his efforts would 
be better directed in pursuit of 
obtaining better and more accep- 
tance of the operators, their busi- 
nesses, and their locations, parti- 
cularly when faced with increased 
and more prohibitive zoning, licens- 
ing, and taxation laws. Inferring as 
he did (in the now dismissed law- 
suit) that this industry—specifically 
the manufacturers and distributors— 
are violating or have violated the 
law, is hardly keeping with the spirit 
of a publication supposedly dedi- 
cated to the coin-operated enter- 
tainment industry. We would there- 
fore suggest to Mr. Lally that he, at 
the very least, attempt to provide 
unbiased and candid information 
concerning his dispute with AGMA 
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and AVMDA—the first step of 

which could be the refraining from 

attempts to depict Play Meter as 

“good guys’ and his competition as 
apparently bad guys. 

Allen J. Fagel 

General Counsel 

Amusement & Vending Machine 

Distributors Association 


Editor’s Note: Thanks for the com- 
pliment, but in my editorials, I have 
never taken any claim to creating 
the industry nor any of the success- 
ful games mentioned in your reply. 
Nor have I distorted or misrepre- 
sented any of the facts, as other 
publications have and as others like 
yourself have involving the conflict 
between AGMA and AOE. Facts are 
facts, and there can be no other 
“version.” 

We have mentioned editorially 
that we “welcome competition.” 
(See Play Meter, December 1, 1983, 
p. 6) But does this industry need two 
spring shows three weeks apart? 

Thank you for confirming our 
belief that the manufacturers and 
distributors believe they are "the 
industry,’ as you clearly state “ASIis 
run by the industry.” Everybody 
knows the ASI 1s run by the manufac- 
turers and distributors’ association. 

Are you trying to imply that AOE 
1s not run by people involved with 
the industry? Is Play Meter not part 
of the industry? 

P.S. If we are the bad guys, we 
would have never printed your 
letter. 


We need you! 


I know you have all heard the 
famous Kennedy quote, “it isn’t 
what your country can do for you, 
but rather what you can do for your 
country. A few weeks ago, Seattle 
had some serious problems concern- 
ing licensing. A meeting was 
called—in hopes they could show a 
united front to the city council. A 
great big bunch of three showed for 
the meeting. Later one of the non- 
dues paying guys was heard to ask, 
“When are you guys gonna do some- 


thing about these licenses?” 

It's really sort of pathetic, isn’t it? 
I wonder how many operators there 
are out there who want the other 
guy to do all their work for them and 
not pay for any services rendered. 
Please attend our meetings and pay 
your dues. By sitting down together, 
we find that most of our problems 
are common to us all, and many 
times someone has an answer to 
something that is bugging us. It is 
good to come away with the feeling 
of having found a friend, and the 
feeling that “he’s not such a bad guy 
after all.” 

You have to lay the blame where 
it belongs, and that is with those 
who do not offer to help. We need 
all of you—not just a few to carry on 
the work load. 

Bob Kline 

President 

Washington Amusement & 
Music Operators Association 
Tacoma, Washington 


Editor’s Note: Bob Kline sent this 
letter in November 1983 to the 
Washington Amusement & Music 
Operators Association. But couldn’ 
his comments apply to many assoct- 
ations? 


Operating in Canada 


All the distributors in Vancouver 
are asking $7,000 for the laser disc 
games they are selling such as 
Dragon’s Latr, Bega’s Battle, 
M.A.C.H. 3, Laser Grand Prix, etc. 
Do you have any price guides avail- 
able to Canadian operators? Why do 
Canadian operators pay $7,000 for 
a Dragon’s Lair when an American 
operator only pays $4,100? 

Does the expense of shipping a 
game into Canada from the states 
justify these unreasonable prices? 

I have found it very difficult, if not 
impossible, to buy a game at a 
reasonable price here in British 
Columbia (super hits-new). When 
we finally do buy a new game, we 
read that American operators pay 


about $3,500 less for the same game. 
I hope you can give me some helpful 
answers tO my questions. 


Name withheld on request 


Editor’s Note: We welcome response 
from Canadian distributors. 


Poker machines 


Play Meter received these comments 
on a subscription renewal form. 


Absolutely not (renew subscrip- 
tion) because of your continuous 
diatribe (unfounded) against any 
poker machines. Otherwise, it’s a 
good magazine and one which I shall 
miss reading! 

As for your “Equipment Poll” 
letter (Play Meter, December 1, 
1983, p.9), get it through your head 
nothing, no piece of equipment 
makes me any profit at all, other 
than card machines. This fact should 
be more than obvious by now to any 
discerning party. All of my contem- 
poraries report the exact same find- 
ings to us. We are through taking a 
licking on video type games. 

Without poker, me and my fellow 
business associates are out of busi- 
ness and will never be able to make 
the payments on our foolish erst- 
while video purchases. We don’t 
even make one-fourth of our invest- 
ment back before the manufacturers 
try to exploit us with a new barrage 
of concoctions! All operators in this 
area are poker strong, video weak 
(nonexistent). No more videos! 
Stop speaking out against poker you 
bigot and insensitive, officious mis- 
anthrope! 


An operator in Maryland 


Editor’s Note: In case you're not 
aware of the meanings of the follow- 
ing words, we consulted “Webster’s 
New Collegiate Dictionary”’ nae 
their meanings. 

diatribe: a bitter and abusive 
speech and writing, a prolonged dis- 
course, trontcal or satirical criticism 

misanthrope: one who hates or 
distrusts mankind 


Get ready for the AOE, the operators’ show. 
Read a comprehensive report of what's going to be 
at the AOE in the April 1 Play Meter. 
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GAME MAKERS e ‘PIT BOSS’ MADE CONVERSION PROOF @ FRENCH POKERS SEIZED e 

TSK WANTS GUARANTEES @ O’DONNELL STOCK REDEEMED @ ‘DONKEY KONG’ SUIT 
COULD BE COSTLY @ SHUFFLEBOARD EXECUTIVE DIES 


WILLIAMS, BALLY NEGOTIATIONS END 


The expected sale of Williams’ 
coin-op business to Bally has been 
called off. On January 19, the com- 
panies jointly announced talks 
between them had “‘terminated.” 

Though both refuse to detail any 
specifics of the proposed deal or 
discuss why negotiations failed, a 
Williams corporate official said the 
company would not seek other 
avenues to divest its coin-op inter- 
ests. 

“There’s a great weight off our 
shoulders and we’re steeped in new 
planning,’ one Williams employee 
said. “It’s nice to think of Bally once 
again as a competitor.” 

The news that the companies 
terminated discussions came less 
than two months after the announce- 
ment that they were talking. How- 
ever, observers contend the com- 
pany presidents, Michael Stroll of 
Williams and Robert Mullane of 
Bally, had been in conversation for 
as long as four months prior to the 
official announcement. 

“This indicates one of two 
things,” offered Christopher Kirby, 
investment analyst and author of the 
1983 “Sanford C. Bernstein Report” 
on video game stocks. “Either 
business is improving, or terms of 
valuation were unacceptable to 
Bally. | would guess it was the 
terms.” 

A Bear Stearns & Company analyst 
estimated the Williams coin-op 
price at about $20 million for game 
assets and inventory. Those assets 
include a recent lucrative deal with 


10 


Atari, wherein Atari acquired rights 
to market Williams’ coin-op hits in 
home game versions. 

Amid this myriad of speculation, 
the most popular theory is that Bally 
was interested in Williams’ engi- 
neering innovativeness. But recently, 
Bally indicated it will develop more 
in-house engineering capabilities, 
especially in light of Astron Belt’s 
disappointing results. (Astron Belt 
was at the heart of Bally’s purchase 
of Sega.) 

Bally has signed a deal with RCA 
for inexpensive laser disc units and 
is negotiating low cost agreement 
for animation. The speculation is 
that Bally wants to offer laser disc 


games to operators at a palatable 
cost, something less than $3,000. 
Meanwhile, factors that led Wil- 
liams to the bargaining table have 
not changed. A year-end report 
released January 12 reveals Wil- 
liams’ revenues for the fourth quar- 
ter of fiscal 1983 (ending September 
30) were $5.1 million compared to 
$19.7 million in 1982. Revenues for 
all of 1983 decreased to $92.5 million 
from $136.3 in 1982, despite increases 
from a successful initial venture into 
gambling casinos. The firm released 
25 percent of its white collar staff in 
November and announced it would 
stop paying dividends on its com- 
mon stock January 5. * 


REINHORN STARTS COIN-A-TICKET 


Richard A. Reinhorn, a founder 
and president of R.N.D. Associates 
Inc., has resigned his position to 
start anew company, Coin-A-Ticket 
International Inc. 

The Redeemer is Coin-A-Ticket’s 
first product, a micro-processor 
designed to convert any game to 
one that rewards playing skill. 

“The more tickets a player wins, 
the bigger the prize,’ Reinhorn 
proposed. “At carnivals, fairs, and 
resorts, or with target bowling 
games, prizes were traditionally 
stuffed animals. Now, besides 
changing any game to a ticket 
dispenser, The Redeemer opens up 
the door to more expensive prizes 


like Walkman radios or TVs.” 

Reinhorn is experimenting with 
catalogs similar to stamp and 
coupon catalogs that offer a variety 
of redeemable items. 

R.N.D. was established in early 
1980 when Reinhorn and partner 
David Glimcher incorporated the 
company to place video games in 
major grocery chains. It introduced 
them to Kroger stores in Columbus, 
Ohio; Erie, Pennsylvania; Louisville, 
Kentucky; southern California; 
Michigan; and parts of Indiana. The 
firm later supplied videos to con- 
venience stores. Most recently, the 
company developed restaurant and 
arcade concepts in several markets.@ 
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Mr. Do returns with an all new adventure... . 
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the company who brings you “hit kits: 


3250 Victor Street ¢ Santa Clara, CA95050 « Telephone: 408—727-4591 © Toll Free Service: 8300— 538-7548 © TLX: 172 247 
©1983 Universal USA, Inc. 
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Arcade Locations 


Eleven of 27 videos (41%) with a response rate over 
10 percent have above average performances. 


Rating 
Mar.1 Feb.15 Feb. 1 
I. MA.C.H. 3/Mylstar........ 100.0 100.0 100.0 
x 2 Track & Field/ 
Konami/Centuri.......... 91.2 92.3 85.5 
3. Dragon's Lair/ 
Cinematronics........... 90.9 95.3 74.1 
« 4. Pole Position 2/Atari..... 85.3 84.3 73.6 
5. Pole Position/Atari....... 71.5 68.5 69.0 
* 6. Donkey Kong 3/Nintendo 67.2 62.0 64.4 
* 7. Elevator Action/Taito .... 659 63.7 63.0 
Provisionally Rated Videos 
Rating 
Provisional Ratings Mar.1 Feb.15 Feb. 1 
Spy Hunter/Bally Midway .... 101.4 — = 
Astron Belt/Bally Midway.... 88.8 90.6 90.0 


Discs of Tron/Bally Midway.. 75.1 70.4 74.7 
Junior Pac-Man/Bally Midway 67.6 = ~ 


TOP PINBALLS 
Arcade & Street Locations 


Nine of 20 pinballs (45%) with a response rate over 10 
percent have above average performances. 


Rating 
Mar.1 Feb.15 Feb. 1 
* 1. Granny and the Gators/ 
Bally Midway. -2....<.. 100.0 97.8 190.0 
* 2. Q’bert's Quest/Gottlieb .... 83.5 77.6 a 
3. X’s and O’s/Bally Midway 81.0 85.1 66.6 
4. Pinball Champ/Zaccaria 747 _ _ 


Provisionally Rated Pinballs 


Rating 
Provisional Ratings Mar.1 Feb.15 Feb. 1 
Sharpshooter II/Game Plan.. 117.9 77.6 _ 
Striker/Gottlieb .............. 117.9 = _ 
Ready-Aim-Fire/Gottlieb...... 86.4 _ 80.9 
Rack 'em Up/Gottlieb........ 78.8 100.0 95.2 
Super Orbit/Gottlieb ......... 78.8 — — 


* Conditionally Rated—Weekly average 
based on less than 50% response rate 


Provisionally rated games in each category are 
above average performing games with a response 
rate between 10-25 percent. 
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TOP VIDEOS | 
Street Locations 
Eleven of 22 videos (50%) with a response rate over 
10 percent have above average performances. 
Rating 
Mar.1 Feb.15 Feb. 1 
& 1. Dragon's Lair/ 


Cinematronics............. 100.0 100.0 100.0 
* 2 Track and Field/ 
Konami/Centurl ........... 88.4 92.4 79.0 
3. Pole Position/Atari ......_. 68.2 67.0 y | 
* 4 Mr. Do!'s Castle/Universa] . . 68.1 61.7 58.6 
* 5. Donkey Kong 3/Nintendo.. 63.9 63.4 _ 
*™ G6) Slay Wars/Ataxl =<. = 63.1 68.9 67.7 
Provisionally Rated Videos 
Rating 
Provisional Ratings Mar.1 Feb.15 Feb. 1 
M.A.C.H 3/Mylstar............ 99.8 122.7 17 
Pole Position 2/Atari......... 89.0 88.4 85.1 
Junior Pac-Man/Bally Midway 77.4 — — 
Elevator Action/Taito........ 719 64.3 65.0 
Cliff Hanger/Stern........... 69.5 72.8 - 


NOVELTIES (non-videos) 
Arcade & Street Locations 
Seventeen of 32 novelties ( 53%) with a response rate 
over 10 percent have above average performances. 
Rating 
Mar.1 Feb.15 Feb. 1 
* 1. Whac-A-Mole/ 


Bob’s Space Racers....... 100.0 95.3 100.0 
* 2. Boom Ball/Meltec........ 96.4 114.7 94.4 
* 3. High Ball/Norton Co...... 93.8 105.9 118.7 
x 4 Skee-Ball/Skee-Ball ...... 78.4 98.4 100.0 
5S. Ice Cold Beer/Taito...... 68.2 99.7 ~ 
GriCNexx ICE. fo ee 62.8 87.2 92.1 
Provisionally Rated Novelties 
Rating 
Provisional Ratings Mar.1 Feb.15 Feb. 1 
DINGBE MCE. eel a2 oe 87.5 — _ 
Pattycake/Bob’s Space Racers 82.5 _ - 
Shoot Away/Namco Am...... 75.0 116.5 116.6 
Hot Spot/Bob’s Space Racers. 75.0 = 87.5. 
Punchball/Zamperla ........ 75.0 _ 133.3 
Tidal Wave/Exidy............ 790%; _ = 
Whirly Bucket/Exidy ......... 68.8 82.4 100.0 
Aqua Blaster/Skee-Ball ...... 62.5 - = 
Bully Buster/ 
Bob's Space Racers ........ 62.5 o _ 
Super Shifter/ 
Bob's Space Racers ........ 62.5 o _ 
Whac-A-Bully/ 
Bob’s Space Racers ........ 62.5 = - 


NOTICE: The sole purpose of this Survey Is_ to 
determine on a regular basis the top performing 
games In the country. Any attempt to use the results 
of this survey for any other purpose is un authorized, 
wrongful, and misleading. 
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ATTENTION 
STREET OPERATORS 


IF YOU'RE NOT OPERATING 


Nir. Dols Castile 


YOU 
DON'T WANT 
TO MAKE MONEY! 


CONTACT YOUR LOCAL DISTRIBUTOR 


The Original FULL COLOR Multi-Game Countertop from Merit . . . 


PIT BOSS ...... 
PIT BOSS, JR... 


Deeg a ee ; 


RSS Pw ee 


—— 
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PIT BOSS” Outearns Them All! 


Two sensational new games, SUPER SLOTS", with fabulous 5 win-line slot action, and 
FOTO-FINISH", horseracing packed with hoof-pounding excitement, join the Classic 4 — Joker 
Poker, Blackjack, Acey Deucey and The Dice Game. 


Forget the “here-today-gone-tomorrow” imitations . . . NOTHING, but NOTHING matches the 


superior graphics, humorous effects, built-in play appeal, and most important, the profit-producing 
track record of PIT BOSS”. 7 


Now in 2 Sizes! 


Take your pick... PIT BOSS" with a 13” color monitor or PIT BOSS, JR.™ for the same great features 
in just 16” of counterspace — and a picture your eyes won't believe! 


Best of all, there are NO REPLAYS, NO CREDITS and NO HASSLES. PIT BOSS” is legal everywhere, 
so you can just relax and enjoy the earnings. . . consistent collections you can “bank” on, every day of 
the week, each month, all year long! 


. P.O. Box 213, 630 pain ae Ave. 

s . ae = | Cheltenham, P . 19012 
merit industries, inc. (215) 379-1000 
a Toll Free 1-800-523-2760 

© 1983 merit industries, inc. : | Telex 831897 


MURDOCH BUY COULD LEAD 
TO ATARI SPIN-OFF 


In what may be the most publi- 
cized takeover attempt in history, 
Australian publisher Rupert Mur- 
doch wants Warner Communications 
for its film library and the cable TV 
operations it controls through a 50 
percent interest in Warner Amex 
Cable Communications. He has 
indicated no interest in Atari. 

If Murdoch can take control of 
the California-based entertainment 
and consumer electronics firm, he is 
expected to rid Warner of Atari, 
predict government and private 
investment analysts. Through the 
first three quarters of 1983, Atari 
drained Warner profits, registering 
a loss of more than a half billion 
dollars. 

Murdoch would not discuss any 
plans for Atari, because, according 
to a spokesman at Murdoch’s 
holding company, News Corp., “we 
haven't taken it over yet.” But 
analysts suggest it likely he will “spin 
off” Atari. “Since Atari will continue 
to be a drag on earnings, at least 
through 1984, Murdoch might be 
interested in spinning it off,” said 
Christopher Kirby, a video game 
stocks analyst with Sanford C. 
Bernstein Co. in New York. 

“He could wind up spinning off 
Atari in much the same way the 
phone company got rid of its 
regional divisions, ’ a Justice Depart- 
ment official explained, “by divest- 
ing Atari as dividends to former 
Warner stockholders.”’ 

Warner officials have vowed to 
stop the takeover. They arranged a 
stock transfer with Chris-Craft 
Industries, whereby Warner would 
purchase 42.5 percent of Chris- 
Craft’s television unit in exchange 
for 19 percent of Warner. If that 
agreement is approved—Murdoch 
sued to stop it—Warner contends a 
Federal Communications regulation 
forbidding foreign ownership of 
U.S. broadcast stations would 
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prohibit Murdoch control. 

Murdoch’s position seems strong. 
He is already the largest individual 
stockholder in Warner and, accord - 
ing to News Corp., has control of 
more than 8.5 percent of Warner 
shares as of January 25. And one 
takeover expert said he could 
control the company by owning just 
20 percent of that stock. His latest 
buy, a January 18 and 19 purchase of 
a million shares, was accomplished 
with about $30 million from sources 
with which he has reportedly lined 
up an additional $250 million of 
financing. 

Meanwhile, Murdoch is establish- 


if \E g : \ ie ie 

Hanson Distributing hosted a “Beat the Russians Bash” December 11 for more 

than 150 customers and employees before heading to the Bloomington, 

Minnesota, Met Sports Center to watch the U.S. Olympic Team take ona 

touring Russian squad. Ticket sales to the Hanson group provided more than 
$1,000 in revenue for Team U.S.A. 


ing himself in America as a con- 
troversial figure. Though he is a 
teetotaler, a non-smoker, and a 
family man, he is criticized for his 
blood and sex approach to journal- 
ism. After Murdoch’s recent pur- 
chase of the Chicago Sun-Times, 
nationally syndicated columnist 
Mike Royko took a leave of 
absence, refusing to work for 
Murdoch, claiming he would change 
the publication’s editorial philoso- 
phy to the sex and violence 
philosophy he imposed on the New 
York Post. Murdoch also owns the 
tabloid Star, as well as New York 
magazine and the London Times.@ 
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THE 


CALENDAR 


February 17—19 
Amusement Showcase Inter- 
national, trade show and con- 
ference sponsored by the AGMA, 
Chicago's Expo Center. 


February 24—26 
Music Operators of Minnesota 
Annual State Convention & Show, 
L'Hotel Sofitel, Minneapolis, MN 


February 26 - March 2 
Amusement Trades Exhibition 
International (ATE) 40th Show. 
Grand Hall, Olympia, London. 
Telephone: 01/228-4107. 


March 9—1 1 
Fifth Annual Amusement Operators 
Expo, O'Hare Expo Center, Chicago. 
Industry trade show and seminars 
sponsored by Play Meter magazine 
and Conference Management. 


March 15-18 
FAVA Convention and Trade Show, 
Hyatt Regency Orlando, Grand 
Cypress Resort. 904/878-3234 


March 22 
Second Annual “Video Games: The 
New Creative Frontier” seminar pro- 
gram. Sponsored by UCLA Extension 
Ambassador Hotel, Los Angeles, CA 


March 22-24 
Louisiana AMOA Convention, Baton 
Rouge, LA. Contact Ed Campenella, 
504/767-1679 


March 29-31, April 4 
SADA ‘84, Palacio de Congresos de 
Barcelona, Barcelona, Spain. 
Contact: Interalia, SA., Diagonal, 
474, Barcelona - 6. Telephone (93) 
218-58-50. 


April 6-8 
Pacific Amusement Operators Show, 
Disneyland Hotel, Anaheim, CA. For 
information contact: Terry Cunning- 
ham, (415) 325-6691. 


April 6-6 
NAMA 1984 Western Convention- 
Exhibit of Vending and Foodservice 
Management, Georgia World Con- 
gress Center, Atlanta, GA. Contact: 
Jack Rielley at 312/346-0370. 


May 3-5 
OMAA annual Exposition of Music 
and Games. Hyatt Regency/Ohio 
Center Columbus, OH. Telephone 
614/221-8600. 
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CHIP SHORTAGES 


A shortage of semiconductors will 
inflate prices of coin-op games and 
conversion. kits by the summer 
months, industry observers warn. 

Already demand for crucial elec- 
tronics parts has so outstripped 
short supplies that some compo- 
nents cost game manufacturers as 
much as 10 times more than six 
months ago. 

Coin-op game manufacturers are 
trying to hold the line on prices, 
fearing an already soft market will 
become even worse if coin game 
Operators are asked to pay up to 
$200 more for games they are 
already shying away from because 
of high costs. 

Dedicated game manufacturers 
might be able to absorb the 
additional costs longer than conver- 
sion kit makers without raising the 
prices, according to conversion 
industry leader, Universal U.S.A. of 
Santa Clara, California. Universal’s 
Marketing Director Bill Cravens 
told Play Meter prices for conver- 
sion kits, usually about $200 above 
production costs as compared to 
dedicated games which are com- 
monly distributor priced about 
$1,000 over production expenses, 
would be toughest to hold down. 
Since the silicon chips are used in 
the manufacture of printed circuit 
boards, there is virtually no differ- 
ence in the increased costs for 
building dedicated games or con- 
version kits. 

A sudden resurgence in produc- 
tion of electronic equipment of all 
types has led to the increased 
demand for silicon chips, estimated 
by semiconductor analysts to be 
about 30 to 40 percent more this 
year than in 1983. Industry analysts 
Say semiconductor manufacturers 
will produce about 13.2 billion of 
the tiny electronic messengers this 
year but will confront ademand for 
more than 15 billion. 


Game makers 
singled out 

The problem may be magnified 
for the video game industry, a 
California firm which tracks the 
semiconductor market told Play 
Meter, because video game manu- 
facturers are losing their priority 
status with chip producers. “They 
are leaning away from arcade game 
manufacturers toward business 
software applications,’ said a 
spokesman for Creative Strategies 
of San Jose. 

Additionally, the 64K RAM chips 
sO commonly used in video games 
are crucially in short supply. Those 
data intensive chips, particularly 
good for graphics applications, are 
In tremendous demand,’ con- 
firmed Dan Garza, a press relations 
specialist for Texas Instruments, the 
nation’s largest semiconductor 
manufacturer. 

The chip shortage is more serious 
for small manufacturers who have 
neither volume purchase clout nor 
long term contracts with suppliers. 
Traditionally, those manufacturers 
rely on independent distributors or 
parts brokers for materials, and they 
are increasing prices most drasti- 
cally. 

Bernie Stolar, formerly with the 
now defunct manufacturer Pacific 
Novelty and still an arcade owner, 
recycles electronic parts for the coin 
game industry at Amatron, his 
Southern California firm. Recently, 
Stolar bought the discarded Sega 
inventory—about 30,000 boards— 
from which he is separating useful 
parts. He said integrated circuits 
(ICs) which sold for about 32 cents 
each six months ago now command 
about $1.50. EPROMs, formerly 
available for about 75 cents each, 
now sell for as much as $6, Stolar 
reported. 

A parts manufacturers’ repre- 
sentative pointed to a serious 
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CONFOUND GAME MAKERS 


shortage of octal interfaces, or 
buffers. “If you can find them, you'll 
pay anywhere from twice as much to 
10 times as much for them as you did 
six months ago, said Terry Thomas 
of Phresum & Associates. 

“The big IC manufacturers won't 
be so drastic in their price increases,” 
Thomas continued. “They are too 
long-term oriented to treat cus- 
tomers like that. Like in everything 
else, it’s the little guy that is getting 
hurt the worst.” 

“Some electronic parts brokers 
have bought up as many parts as 
they can get their hands on and are 
gouging desperate customers,” 
Stolar added. 


Lead time delays 

The shortage is also affecting lead 
time on chip orders. According to 
Texas Instruments’ Garza, chips that 
do video processing and memory 
work used to be delivered within 
three or four weeks after an order 


was placed. Now lead times average | 


between 10 and 12 weeks. Data 
East’s General Manager Bob Lloyd 
told Play Meter he is waiting up to 28 
weeks for chips when he can find a 
supplier. 

Some video game manufacturers 
have turned to each other for help. 
Swapping parts is becoming com- 
monplace, according to more than 
one California game maker. 


No end in sight 

According to Creative Strategies, 
semiconductor shortages will last at 
least through 1985, but some of the 
problems could be alleviated if 
Japanese chip producers increase 
production and take up the slack. 

That, however, is not likely to 
happen soon. Japan is suffering its 
most crucial shortage of IC chips 
since the Space Invaders boom in 
1978 and 1979. According to the 
Japanese amusement press, short- 
ages there are anticipated to 
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continue at least into the summer 
months. 

If any factor could lessen the 
impact of the chip shortage on the 
coin-op manufacturers, it is that the 
industry has not successfully re- 
bounded from the recession like 
other electronics industries. But it is 
also that fact that has made video 


game manufacturers low priority 
customers of semiconductor makers 
and sent them scurrying to indepen- 
dent suppliers, cutthroat brokers, 
and even to their competitors in 
search of crucial ROMs, RAMs, 
EPROMs, and integrated circuit 
chips they need to build their 
games. * 


‘PIT BOSS’ MADE 
CONVERSION PROOF 


Merit Industries has incorporated 
a program change into its “pure 
amusement” video card games that 
virtually halts conversion of the 
games to “‘gray area’ gambling 
devices. 

According to Merit President 
Peter Feuer, replacing existing 
ROMs or printed circuit boards in 
the games will result in a readout of 
“unauthorized conversion” on the 
screen. 

“We have taken a firm stand on 
the illegal use of our equipment, on 


the conversion of our games to gray 


area equipment,” Feuer said. 

Previous to the programming 
alteration, Merit’s Pit Boss was easily 
converted to another Merit game, 
Player’s Choice, by replacing certain 
ROMs or the entire circuit board. 
Both countertop videos offer the 
same selection of card games, but 
Player’s Choice includes knock-off 
capability and a knock-off account- 
Ing system. 

“For obvious economic reasons, 
we use the same circuit board 
design within families of games, or 
for similar types of games,” Feuer 
explained. 

Feuer decided to program non- 
convertibility into Pit Boss after 
squabbles over the issue with Play 
Meter. Upon the accusation of a 
Merit competitor that Pit Boss was 


being converted to Player’s Choice 
by Merit distributors for use in areas 
where the operation of gray area 
equipment is illegal, Play Meter 
refused to advertise the game (Play 
Meter, November 15, p.27). 


“Ata great expense to us, we have 
changed the programming on our 
games, even the ones already in 
production, by making certain 
modifications that are undiscern- 
ible,’ Feuer said. So undiscernible 
that it is thwarting about 95 percent 
of unauthorized conversion at- 
tempts, he proposed. 


“We have had calls from admitted 
duplicators of ROMs and boards. 
They have been frustrated by our 
modifications.” 


Authorized conversions to Merit 
products are done only at the Merit 
factory in Cheltenham, Pennsylva- 
nia, Feuer said. He noted that 
conversions would be made only for 
Merit game owners in states where 
the operation of gray area equip- 
ment is legal. Most Merit customers, 
he said, favor the company’s 
decision to keep the distinction 
clear between its pure amusement 
and gambling equipment. 

Currently, Merit includes the 
conversion proof program in three 
amusement video card games: Pit 
Boss, Pit Boss Jr., and Table Stakes. @ 
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FRENCH POKERS SEIZED 


A spokesman for the target of the 
largest gambling raid in California’s 
history says his company thought it 
was operating its more than 900 
video poker games legally. “‘If 
someone would have told us the 
games were illegal, we would have 
removed them. But the first we 
heard of anything, they were picking 
them up,’ a spokeman for L.A. 
Leasing told Play Meter. 

On December 12, police coordi- 
nated raids that netted more than 400 
The Double and Super Double 
video pokers from bars in seven 
counties and another 300 of the 
machines from a warehouse in Van 
Nuys. Jack Novita, George Herman, 
and Richard Ackerberg of L.A. Leas- 
ing, operator of the machines, have 
been charged in several of the 
counties with conspiracy to distrib- 


ute slot machines. The games are 
allegedly in violation of a California 
statute which prohibits awarding 
free plays on games of chance. 

Police estimate the L.A. Leasing 
Operation was grossing as much as 
$75 million a year, but a company 
spokesman, who did not want to be 
identified, said the games were not 
used for gambling. 

He said the company offered 
“incentives” to players in the form 
of vacation lodging and sometimes 
reimbursed bars which awarded 
cases of beer to customers who sur- 
passed the upper scoring limits of 
the games. 

“If there was any money exchang- 
ing hands, we certainly didn’t know 
about it.”’ He told Play Meter the 
games averaged about $60 to $70 
gross weekly since the company had 


TSK WANTS GUARANTEES 


TSK Electronics Corporation, a 
supplier of monitors and power 
supplies, now requires its manufac- 
turing customers to guarantee 
payment in advance on all orders. 

The demand for what is in effect 
up-front payment, reflective of 
tighter credit practices by a wide 
range of electronic support and 
supply companies, is a reaction to 
careless purchasing procedures. 

“Too often companies wouldn’t 
take delivery on what they had 
ordered, leaving us with costly 
inventories,” TSK General Manager 
Bob Morrison explained. Previously, 
TSK required payment within 30 
days of delivery and offered buyers 
a 2 percent discount if they paid 
within 10 days. 

Morrison said the recent policy 
change has already proved success- 
ful. “We are doing business with 
more financially viable companies,” 
he said. ‘People running well- 
managed businesses can anticipate 
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their production. They have the 
financial strength to open letters of 
credit, and those are the kinds of 
accounts we identify as survivors in 
this industry. They are the accounts 
TSK Electronics wants to serve. Our 
new pricing structure will require 
more careful planning but will also 
give our clients a great advantage in 
their own cost management and 
pricing structures.” 

In exchange for the up-front 
guarantee payment, TSK offers 20 to 
30 percent discounts on parts. 

“For example,” Morrison offered, 
“the 13-inch color monitor chassis 
will cost only $144.85 F.O.B. Los 
Angeles, as opposed to $190 as 
ordered from the old price list.” 

Such discounts are possible, 
Morrison explained, because the 
supplier does not tie up capital for 
three or four months, nor does he 
have to account for losses he 
assumes by ordering products that 
may not be deliverable. e 


started locating them in September 
of 1983. “That’s not the kind of take 
machines make if they’re being 
used for gambling.” 

L.A. Leasing has purchased about 
900 of the games from Stambouli, a 
Paris firm. Recently,the French 
government ruled against the games 
and ordered them out of the coun- 
try. Subsequently, huge numbers of 
the games are reportedly being sold 
in Canada. L.A. Leasing is the only 
known source of the games in the 
United States. 

The spokesman for L.A. Leasing 
claimed the raid was politically 
motivated, conducted ‘‘to make 
some politican look good.” He said 
prosecutors offered to reduce 
charges to misdemeanors which 
carry $250 fines. 

“The police are embarrassed and 
are just trying to save face,” he 
offered. 

Police detective Carl Olsen, who 
directed the investigation in Los 
Angeles, said police are waiting fora 
court order to destroy the 700 seized 
video pokers, in accordance with a 
California law which provides for 
destruction of contraband equip- 
ment within 30 days of seizure. L.A. 
Leasing is suing to keep the state 
from destroying the games. Mean- 
while the firm has filed bankruptcy, 
unable to meet payments on a bank 
loan secured to purchase the French 
machines. 

Seizures were made from bars in 
Los Angeles, Orange, Riverside, San 
Bernardino, San Diego, and Ventura 
counties in Southern California and 
San Mateo County in Northern Cali- 
fornia. Alcoholic Beverage Control 
Director Gordon Kelly told Play 
Meter his office has filed charges 
against more than 60 bars that had 
the games on location. Many could 
face loss of the licenses, he said. Kelly 
said he first learned of the games 
nearly a year ago when wives com- 
plained their husbands were losing 
grocery money on them. e 
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Van Brook is #1 World Wide 


AM Keeping our Customers Number One has made Van 
r Brook the Number One Leader in the Amusement & 
ATARI Casino Token Industry. No other supplier can offer you: 
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e Immediate, same day shipment on Stock Tokens and 
Accessory Items. 

¢ Buy-Back Agreement 100% on Stock Tokens. 

¢ Special-Sized Token Wrappers. 

© Wide array of all necessary Signs and Stickers. 

° Accessory Items in stock for immediate shipment. 


« Token Mechs (Metal & Plastic, 48 different sizes 
and types). 

« Cradles & Cradle Kits. 

Push Chutes (Complete, Single-Token & 
Double-Token), Replacement Slides. 

English #515 Roll-Down Acceptors. 

English 4 x 4 Replacement Cradles & Kits. 

Klopp Token Counters. 

Security Cash Controller 

Kwik Koin Token Dispensers. 
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e Expert Technical Advice & Assistance, based on 


many years of experience. 
¢ Professional Artwork & Design Service at no charge. 
e Hundreds of attractive Stock Dies. 
e NOTES & QUOTES Promotion Booklet (up-dated 
and revised periodically). 


¢ Exporting Expertise -- We know the Export Market, 
and how to solve its complex problems. 

¢ Product Exellence -- Van Brook Standards of 
Precision and Quality Control are the highest in 
the Token Industry. 


Phone or write for catalog & samples 
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O’DONNELL STOCK REDEEMED 


William T. O’Donnell, who pre- 
sided over Bally Manufacturing for 
almost two decades, surrendered 
his final piece of interest in the 
company January 9 when he sold 
640,000 shares of Bally stock back to 
the company. A company release 
said Bally would ‘‘redeem’’ the 
shares at $25 each. The O’Donnell 
shares represent about 2.4 percent 
of the company’s outstanding 
common stock. 


The transaction is subject to the 
approval of the New Jersey Casino 
Control Commission, but a commis- 
sion spokesman said the sale would 
be approved, pending a routine 
Investigation. 


“The commission has been push- 
ing O’Donnell to divest the stock 
for some time,’ confirmed Tom 


Flynn, an information specialist 
for the New Jersey state agency. 

The commission urged the separ- 
ation of O’Donnell from Bally since 
1980 when it refused the then 
chairman of the Chicago game 
manufacturer a casino license 
because of alleged business dealings 
with reputed organized crime 
figures. 

In December, O’Donnell’s offer 
to sell a majority of his stock was 
dismissed by the commission when 
it discovered 567,000 shares were 
pledged as collateral for a $6 mil- 
lion loan. At that time, at least 
one of the five commission mem- 
bers said he would vote against 
renewing Bally’s casino license for 
1984 (Four of the five must vote for 
approval.) unless a stock divestiture 
plan for O’Donnell was in place. 


“O’Donnell freed the stock by 
replacing it with other loan colla- 
teral,” Flynn explained. Bally’s Park 
Place’s casino license was then 
renewed. 


According to Bally, the agree- 
ment “prohibits any further acquisi- 
tion by (O’Donnell) of any securities 
issued by Bally or its subsidiary, 
Bally’s Park Place.” 


O’Donnell, 59, began working for 
Bally in 1945. In 1962 he headed a 
group of investors who bought the 
company. He was chairman and 
president until December 1979, 
when he stepped down to expedite 
the initial Bally Park Place license 
approval. Last October, O’Donnell’s 
son, William Jr., left Bally, resigning 
from the presidency of Bally’s 
Aladdin’s Castle division. e 


‘DONKEY KONG’ SUIT COULD BE COSTLY 


A suit by Universal City Studios 
against Nintendo for unauthorized 
use of the character King Kong (Play 
Meter, August 15, 1982, p.24) was 
dismissed January 4 when it was 
determined Universal has no trade- 
mark rights to the character. 

Universal contended Nintendo’s 
Donkey Kong infringed on “King 
Kong” rights the filmmaker pur- 
chased when it contracted rights to 
remake the 1933 RKO movie 
starring Fay Wray. But District Judge 
Robert Sweet determined ‘‘no 
reasonable jury could find likeli- 
hood of confusion between King 
Kong and Donkey Kong, and that 
Universal “does not own a trade- 
mark in King Kong.” 

The decision could be costly for 
the California film studio, proposed 
Nintendo attorney Howard Lincoln. 
The Seattle manufacturer will sue 
for more than $1 million attorneys’ 
fees and several millions the 
company alleges it lost during the 
year and a half period of litigation in 
prospective licensing agreements 
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and sale of existing licensed pro- 
ducts. 

Nintendo is particularly anxious 
to recover payments made to 
Universal by Coleco in excess of $5 
million and by Atari of an undis- 
closed amount for rights to market 
Donkey Kong products. 

‘We take the position that money 
would have come to us,” Lincoln 
said. “At any rate, we’re not going to 
let Universal sit on that money.” 

Sweet also found fault with 
several other aspects of the Univer- 
sal suit. It was not filed until almost 
nine months after Donkey Kong had 
already achieved commercial suc- 
cess as a video game. Also, he noted 
that widespread, unrestricted use of 
the King Kong “mark” showed “the 
inability of the mark to designate a 
single source of origin to con- 
sumers.”’ 

Lincoln said Nintendo was sur- 
prised Universal filed the suit 
“because we had researched the 
question before we ever marketed 
the game. We found there is no 


trademark registered for King 
Kong.” e 


SHUFFLEBOARD 
EXECUTIVE DIES 


Tony Oliveri, assistant manager 
with American Shuffleboard Com- 
pany for 35 years, died after 
suffering a heart attack November 3. 
Oliveri was 68 years old. 

Oliveri had a history of heart 
problems, including heart bypass 
Surgery several years ago, but 
refused to resign his position with 
American Shuffleboard, working up 
to the last day. 

Oliveri controlled much of the 
inner workings of American Shuffle- 
board, overseeing purchasing and 
order fulfillment. According to 
lifetime friend and employer, 
Nicholas Malone, he was a “loyal 
friend” who had “an ability to 
cooperate with all who had contact 
with him.” * 
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COVER STORY: 


ZAP, Zany Animated Produc- 
tions, is a new company in the coin- 
op amusement industry that pro- 
mises some interesting innovations 
such as Krim & Zort, the robotic 
characters pictured on this issue's 
cover. 

ZAP President Mike Petroff 
began as an audio engineer design- 
ing speaker systems. But he felt the 
audio industry was declining, and 
since he had always been interested 
in entertainment special effects, 
decided to work in that field. 

One of his projects, Zap-Man, is a 
life-sized robot capable of perform- 
ing. According to Petroff, Zap-Man 
incorporates an unparalleled degree 
of special effects sophistication. 

Zap-Man has been busy “‘acting™ 
in TV shows, “Trapper John M.D.” 
on CBS, ‘‘AutoMan” on ABC, and in 
a movie “Ice Pirates,” all to be aired 
soon. 

While enjoying his success with 
Zap-Man, Petroff saw potential for 
small robotic characters. However, 
he did not feel existing technology 
would allow characters to be con- 
trolled on a playing surface. Players 
want something more than char- 
acters scooting around on a board. 

Not letting that stop him, Petroff 
developed his own innovations and 
the end product is Krim & Zort, 8- 
inch tall robotic creatures with a life- 
like appearance, not visual repre- 
sentations on a video screen. The 
creatures peer directly at the players 
as they speak. Their mouths move, 


ZANY 
ANIMATED 
PRODUCTIONS 


heads turn, tails slither, wings flut- 
ter, and their eyes glow with simu- 
lated laser firepower. 

The game is played on a 3-foot 
square plexiglass enclosed tabletop 
console. The tabletop incorporates 
121 computer controlled lights as 
part of the game strategy. The lights 
form battle zones, race courses, 
mazes, traps, or prisons depending 


on which of the five game levels is 
involved. 


Player control 

Krim & Zort, devilish in appear- 
ance, skim across the playfield with 
the player in control. The player can 
maneuver the creatures in all 
directions and fire high intensity 
laser light beams from their eyes. 
The computer controls their head, 
mouth, wings, tail motions, and 
speech. Each time they speak, their 
mouths move in synchronization to 
the words and sounds they make. 

“It is a science fiction movie 
becoming reality,” Petroff exclaimed. 

One or two players control the 
creatures. 

Petroff believes this is one of the 
only, if not the only, game that 
allows true simultaneous play. 
“When two players are playing a 
video game,” he said, “each player 
puts in his money, but it takes twice 
as long to play the game since they 
take turns playing. The operator 1s 
not really any better off than if two 
players played separately. With 
Krim & Zort, two players can play, 
but the time is the same as with one 
player. This is true simultaneous 
play.” 

This game, Petroff said, involves 
at least 10 major technological 
breakthroughs—all with patents 
pending. 

“This is only the first version,’ 
Petroff pointed out, “but it lends 


‘itself to other formats. A variety of 
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Krim & Zort’s mouths move, heads turn, tails slither, wings flutter, 
and eyes glow with simulated laser firepower. 
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kit options are already in the 
planning stage.” 

Two of the 10 technological 
advances include elimination of 
dependency upon battery power and 
control over a directional problem. 
Since the robotic creatures wouldn't 
depend on battery power, it elimi- 
nates the problem of replacing or 
recharging batteries. 


Directional problem 

The fundamental problem asso- 
ciated with other remote-controlled 
three-dimensional objects is that the 
toy robot's right becomes the 
player's left when it faces the player. 
This directional problem is easily 
addressed in video games but before 
now has remained unresolved for 
three-dimensional remote-controlled 
objects such as model robots, cars, or 
boats. 

When the joystick is moved in 
Krim & Zort, the creature it controls 
will turn and face the player’s right 
even if it has to negotiate an about- 
face. “While this directional correc- 
tion feature may sound simple, in 
actuality it involves extremely com- 
plex hardware and software tech- 
nology, Petroff said. 

Another impressive feature about 
Krim & Zort ts its reliability, he said. 
“Instead of just assuming that the 
parts we use will last, we did exten- 
Sive studies and made sure the 
mechanical parts are the most 
reliable,” Petroff said. “For exam- 
ple,” he continued, “the motors we 
use are the same quality used in the 
medical industry for operating tools. 
This is just to give you an idea of the 
extremes we have gone to to assure 
operators they won't be having 
things breaking all the time.” 

ZAP will have also a regular 
maintenance schedule to be fol- 
lowed twice a year. “Look how much 
longer your car will last if you tune it 
up regularly,” Petroff pointed out. 

Petroff is still undecided about 
marketing plans. Either he will pro- 
duce and market the game himself 
or will enter into a co-venture or 
licensing agreement with a manu- 
facturer. “I am open to discussion,” 
Petroff said. “But one thing I want 
to stress is that I won't just sign over 
the game and forget about it. I will 
insist on the quality that I have built 
into it.” 

For more information about 
Krim & Zort, call 805/583-0113. @ 
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Bally Advance Open House 
draws many industry survivors 


By Mary Claire Blakeman 


Sek SASH IRR RIOR AR RATA RHA AH RHR HAHA EE 


any old-line San Francisco 
M operators and other north- 
ern Californians who have 


survived the industry's shakeout 
attended Bally Advance’s annual 
Winter Open House held December 
6-7. 

Chat McMurdie, who is entering 
semi-retirement and will work as a 
consultant to the company, greeted 
more than 500 guests at the two- 
night event, along with Will Laurie 


who is succeeding McMurdie in his 
position as vice president and gen- 
eral manager. 

‘"We realized on one night that 
just three of the operators here 
represented over 100 years of expe- 
rience in the business,” Laurie said. 
Among some of those operators 
enjoying the show were Bob Weiner 
and Jack Weiner of F & W Vending. 
Perhaps because they have weathered 
other storms, many of these opera- 


Will Laurie (left), Bally Advance vice president and general manager, 


greets t 
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wo of the more than 500 guests. 


On one night of the open house, just three operators 
represented more than 100 years of coin-op experience. 
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tors sounded cautiously optimistic 
about the future of the industry. 

Jack Weiner, who has been in the 
business since 1939, commented, 
“In this industry, every year brings 
new surprises...you just never know. 
There always will be something 
new. 

His cousin, Bob Weiner, added 
that “We have a good business but 
there’s not a great influx of money 
as there was. Everybody now is 
sharing, but the cut of the piece of 
pie is too small. I'm happy with 
what I'm getting, but it’s not the big 
money anymore.» 

One of the younger route opera- 
tors, Mike Thompson of San Jose 
who has about 50 games, agreed 
with some of these assessments. 
“Tt’s a fact of life that the video boom 
is over,” he said. “Novelty games 
will go over now.” 


Favorite games 

A novelty game many operators 
liked was Ice Cold Beer by Taito. 
“And I think you could make some 
quick money on NFL Football (Bally 
Midway), Thompson added, “just 
because people want to see (Jim) 
Plunkett getting sacked.” 

Will Laurie agreed that many 
operators were responding to NFL 
Football and Ice Cold Beer. Other 
games getting attention were Great 
Guns (Stern), Crossbow (Exidy), 
and Tapper (Bally Midway), as well 
as pinball games such as Firepower 
II (Williams), Time Machine 
(Zaccaria), and Farfalla (Zaccaria). 

“Basically, street operators are 
looking for equipment now, and | 
think the second or third quarter of 
the year may pick up," Laurie said. 

Commenting on his new position 
with Bally Advance, Laurie added, 
‘Ir’s either the best time or the 
worst time to take over...there's no 
other way to go but up. e 
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SELLING AN INDUSTRY 


he industry has its broadest variety of 

games ever to offer the public, but the 

public isn’t playing. Has it forgotten how 
much fun coin-op amusements are? One thing ts 
sure—no one in the industry is issuing reminders. 
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With cash boxes showing half the collections of 
just a couple years ago, and manufacturers struggling 
to sell one-fifth the games they sold in 1981, the coin 
game industry is facing challenging times—and it is 
not responding well. While other electronics 
industries are making renewed gains, leading the 
nation’s comeback from an economic slump, the coin- 
op amusement industry isn’t concerning itself with 
resurrection. The demand for computer era electronic 
product is so great there are shortages in electronics 
parts expected to last at least two years. 

But instead of courting the new business, the 
coin-op industry has turned to cannibalizing itself: 
Bally had barely swallowed up Sega when it began 
feasting its eyes on another, even bigger competitor, 
Williams; through their trade association, manufac- 


turers are orchestrating an attempted takeover of the 
industry's spring trade show, the Amusement 
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Operators Expo; and much of the industry nationwide 
has been replacing amusement games with video 
gambling devices. 

The American consumer spends money on 
virtually nothing without being told to do so through 
an advertising media. It is, after all, 1984. But the coin- 
op industry remains unwilling to sell itself to its 
ultimate consumer. Full color ads in trade publications 
promote the sale of the games to operators, but who is 
promoting play on those games once they're sold? 

Atari President John Farrand highlighted the 
industry's small-mindedness when he compared 
marketing techniques of home and coin game 
businesses: 

“The consumer business is smaller in gross 
dollars than the coin machine business. The 
approximate figures in 1982 were something like $5.5 
billion (Video Marketing Newsletter estimates the 
take at just $2.48 billion—$1.4 billion on cartridges 
and $1.08 billion on consoles) spent on consumer 
products as compared to more than $7 billion in 
quarters dropped into video games. So the consumer 
game is certainly not taking over as some might say. 

“But when you look at the consumer business— 
bearing in mind it’s smaller—when you look at what 
those people put into the marketing, it is tremendous, 
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relative to what we're doing as an industry. I think it’s 
a point that people often miss. The coin machine 
business is bigger than the consumer business, but the 
energy we put into new ideas and new techniques to 
excite players is far less than the consumer people do.” 
(Play Meter, August 15, 1983, p. 50) 


Selling of an industry 

Campaigns are conducted in many ways and 
through various types of media, but television 
advertising has the greatest impact on the American 
public. Consequently, TV is the most expensive 
means of reaching America and is commonly 
perceived to be out of reach for all but the nation’s 
largest, most pervasive firms. It is the question of 
whether spending millions on a national television 
advertising campaign will produce sufficient sales 
that haunts those in the video game manufacturing 
community. 

Two California majors have tried. Sega pre- 
miered the first coin-op game TV spot to Los Angeles 
viewers on June 22, 1982. After a two-week flight 
there, Zaxxon soared across local network TV in 
Chicago, Philadelphia, and New York. The buy mixed 
prime time with early evening and late night shows, 
in time slots and on programs that, far from being 
restricted to young viewers, represented a broad range 
of demographic appeal. 

The Sega hierarchy is scattered since the sale of 
the company’s coin-op division to Bally. It is difficult 
to gather detailed information about the company’s 
TV campaign, but sources estimate Sega spent about 
$3 million on the Zaxxon campaign. 

If the campaign were run at an expense of $3 
million, then it would have had to generate sales of 
about 3,000 additional Zaxxon machines to justify 
itself, considering estimates that dedicated games are 
distributor priced at about $1,000 above production 
costs. That is very simplistic arithmetic, of course, and 
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does not account for many other factors of cost and 
objective. 

Was the expense cost effective? 

Brenda Muchnik, now with Sega parent Para- 
mount Pictures, evaluated the results of the Zaxxon 
campaign. 

“We ran the spots as a test in four markets,” she 
stated. “From the feedback we got from arcade 
Operators, we know the ads increased traffic and play 
on the games. But the campaign ran too late to affect 
sales. There is no doubt, however, that the Zaxxon 
campaign was a very successful test. If we had 
continued with coin-ops, we absolutely would have 
done it again.” 


Theater promotion 

Sega followed the Zaxxon TV splash with a 
different onslaught for Star Trek. It promoted the 
game, Muchnik said, only in theaters. 

“It didn’t help much, although we made a big 
splash with theatergoers,” she said. “I think a lot of it 
had to do with the time the game came out.” 

It was a time when Dragon’s Lair was coming 
out, too, and any media hype the industry got was 
bestowed on the introduction of laser disc technology. 
Too, Star Trek debuted in the midst of industry 
closeouts, and in the face of an industrywide 
equipment glut when virtually no full-priced games, 
outside of Dragon’s Lair, were being ordered by 
operators. 

Muchnik’s appraisal of the Zaxxon drive is 
supported by Tom McAuliffe, vice president of Time 
Out, a 79-unit national arcade chain. When Zaxxon 
ads hit the New York area, he noted, the six New 
York City Time Out stores benefited. 

“The ads definitely brought in people and 
increased play, particularly on our Zaxxon game,” he 
said. “I was hopeful the advertising was going to be 
the wave of the future, the way manufacturers were 
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going to make contact with people.” 


Advertising home videos 

The ads might have been indicative of the future, 
but the future turned out to be in advertising home 
video products, rather than arcade games. Even in a 
year when home game sales plummeted to the same 
depths the coin game market is experiencing, 
cartridge pushers have actually increased advertising 
budgets. 

According to the TV Bureau of Advertising, 
home game marketers dropped $53.6 million in the 
first quarter of 1983 alone, as compared to $13 million 
the year before. In just the first six months of 1983, 
home game cartridges and console companies lined 
the pockets of TV network executives with more than 
$76 million in advertising. Atari led the bunch 
spending a staggering $26.2 million, with Mattel and 
Coleco close behind, at $18.7 million and $17.7 million 
respectively. 

Some advertising analysts contend home video 
game companies spend too much on television 
advertising. “ Home video game television ads in 1983 
address a market that doesn’t exist,’ complained 
Sheila Clarke of Adscope, a Seattle firm which tracks 
advertising in microcomputer magazines. “The 
companies persist, however, and are killing 
themselves doing so.” 

Clarke’s appraisal has its place in the char- 
acterization of the market, but her accusation also 
smacks of bitterness at the loss of magazine revenues 
to Big Brother TV. A recent Gallup Youth Survey 
substantiates there is a vast audience of video game 
players to be courted. 

“It should come as little surprise that almost 
every American teen—98 percent—has played a 
video game,’ George Gallup reported, ‘an increase 
over the 93 percent who admitted to being video game 
players in a 1981 survey.” 


Gallup hastens to explain that much of the 
increase has been in teens that play video games at 
home. “More teens—53 percent—now own home 
video games, a substantial increase over the 32 
percent who made a similar claim in the survey 
conducted two years ago.” 

Gallup speculates the increase in home video 
game playing has been at the expense of arcades. It is 
better than mere speculation that millions of dollars 
of convincing television ads played a significant role 
in that shift. 

Atari campaign 

Most manufacturers, it is safe to assume, reason 
much like Bally’s Jim Jarocki: “Our consumer is the 
operator. It is difficult to justify spending millions of 
dollars on someone who does not buy our products.” 
But Atari, having built considerable TV advertising 
expertise selling its home game products (next to 
Coca-Cola, Atari is the world’s most recognized 
product name, according to Advertising Age), found 
substantial cause to use TV to advertise its coin-op 
games to potential players. 

“We have been evaluating the potential of a 
major coin video advertising effort to determine if, 
through advertising, we can enhance the public's 
awareness of our products,” said Don Osborne during 
a Dig Dug TV ad campaign in the fall of 1982. 
(Osborne was vice president of marketing for Atari 
until he suffered a fatal heart attack December 31.) 
“More importantly, we wanted to determine if it 
would be possible to stimulate stronger player 
attraction and better earnings for the product and 
essentially realize the successes of a good product 
sooner.” 

The Atari coin-op ad campaigns, described as 
“pilot programs” by Atari marketing research analyst 
Mary Fujihara, were conducted principally to 
determine if broad advertising of a particular game 
could work. 
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“A lot of research went into the Dig Dug effort,” 
she said. The research was done in four phases: (1) 
diagnostic research before the ads ran to ensure 
consumers would recognize the product as a coin-op 
game; (2) distributor and operator surveys in the 
markets where the ads were launched; (3) tracking of 
game sales in those markets, as compared to control 
areas where no ads ran; and (4) player interviews after 
the ads ran. 


The research results, Fujihara said, though not 
entirely conclusive, are favorable. 


“Players had much higher awareness of Dig Dug 
and were more likely to play the games in the launch 
markets,’ she explained. “Earnings tmproved 
measurably. The share of earnings for Dig Dug was 
better in the regions where the ads ran, and the games 
maintained higher shares fora longer period of time.” 


A campaign for Xevious, smaller in scale than 
the Dig Dug test, also produced increased demand 
quicker for the game in the test markets. 


“We found that advertising coin-op products to 
the public does work,” she summarized, “but we also 
found that timing is crucial and that judging 
marketplace variables is very difficult. We believe in 
the philosophy, especially in today’s marketplace, but 
we also know that we have to be careful in deciding 
which product to promote and when to do it.” 


Atari Vice President of Sales Jerry Marcus would 
not say the company plans to devote more spending to 
TV advertising of coin-op games, but, taking past 
efforts into consideration, he did note the idea of 
future campaigns “hasn’t been discarded.” 


Counterpoint 

Other coin-op firms view conducting a TV ad 
campaign to sell coin-op games as a risky and 
expensive project. Bally, for example, while 
conspicuous in video game player magazines, spurns 
TV. According to Jarocki, “Our total coin-op ad budget 
wouldn't even cover one television ad campaign.” 
Still, Bally is using TV in a corporate image 
enhancement crusade. On Christmas Day, Bally 
sponsored a 1983 High School Football All-American 
team, complete with slick Bally ads, at the halftime of 
the Blue-Gray college all-star football game. These ads 
featured coin-op games as well as other Bally 
entertainment offerings, as do ads Bally uses for other 
television events it sponsors. The company also 
spends millions on TV in New York to promote its 
Atlantic City gambling casino, Bally's Park Place. 

“With profits down in some instances 70 
percent, there is a question of where are they going to 
get the money,’ posed video game stock analyst 
Christopher Kirby, author of the noted 1983 Sanford 
C. Bernstein Report. | 

Yet Kirby offers no solution to the industry’s 
immediate future. “Business will stagnate through 
most of 1984,” he said. Yet he admits that the tele- 
vision exposure given Dragon’s Lair, and before 
that—in much greater measure—to Pac-Man, 
“brought those games to success.’ 
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Shying away from big brother 

If manufacturers are hesitant to risk a national 
TV campaign to build public awareness of their 
games, they agree some type of broad-based 
marketing program is essential to produce game sales 
and gain acceptance for specific games. Six of eight 
marketing executives polled believe a national 
campaign could increase sales of a particular product 
to the point of making an ad splash cost effective, and 
all eight described sweeping campaigns their 
companies have conducted or considered. 


The necessity of asweeping national campaign is 
the heart of the new Nolan Bushnell video game 
venture, Sente Technologies. 


“Part of the Sente fee (Sente software is leased 
rather than sold.) is earmarked—one dollar per week 
per Sente system on location—for a national 
advertising campaign,’ Bushnell said when he 
addressed distributors and media at a ceremony 
unveiling his new manufacturing company. “We will 
create image for ourselves. We will pull customers 
into your locations through our advertising 
campaigns. As a result of that, I believe slowly, but 
surely, we will displace all locations with Sente games. 
Because no bar owner, no bowling alley, no arcade ts 
going to want a game that doesn’t have a national 
advertising campaign brought with it.” 

Bushnell’s marketing director is Ken Wagener. 
He had been marketing Pizza Time Theatre, 
Bushnell’s parent firm. It will be Wagener’s task to 
carry out a successful ad thrust, something he will do, 
at least initially, in print. 

“We will start the newspaper ads when we have 
located about 20,000 games,” he noted. “We will try to 
get to a large amount of people in a short period of 
time.” Sente, he implied, will attack large markets, 
blitzing them with ads on the latest Sente products. 

“Till this time, manufacturers haven't maxi- 
mized the potential of games,” Wagener continued. 
“There is no recognition in the public of any particular 
games. We are sure this program will make a dramatic 
difference in operators’ collections.” 


In addition to conducting campaigns, Sente will 
offer co-op advertising to operators who buy into the 
Sente system. Co-op advertising is a way to share 
advertising costs between manufacturers and 
retailers. It is employed by almost every significant 
product manufacturer mainly because it spreads the 
cost of advertising among the beneficiaries of the 
promotion. To our knowledge, the technique has 
never been employed in the coin-op industry. 


Sharing the ride 

If video game manufacturers are hesitant to risk 
promoting their own products, would they be more 
likely to participate in a joint venture to enhance the 
image of the entire industry, an operator-distributor- 
manufacturer shared campaign to remind Americans 
playing coin-op games is a great deal of fun for a very 
small price? Our informal poll shows this may be a 
noble, but naive idea. 

“My years of experience in this industry have 


PLAY METER, March 1, 1984 


Good and Bad 
Thick and 


Stick with 


Thin 


Birmingham Vending 
and you'll always win! 
SERVING THE COIN MACHINE 
INDUSTRY FOR OVER 53 YEARS 


BIRMINGHAM 


VENDING COMPANY 
540 2nd Avenue North 


205/324-7526 


Attention, Video Game Operators... 


Now All Of The 
Newest Games Are Available 
Direct From The Manufacturer 


AT DIRECT FACTORY PRICES! 


Convert your equipment quickly and 
easily with the latest, up-to-the min- 
ute printed circuit boards, all 100% 
legal for the United States Market! 


CENTURY CORP., K.K. 


Address: Akasaka, P.0. Box 133, Minato-Ku Tokyo 107, Japan 
TELEX: J25522 TFS INTER 
We're hard to reach but worth the call. Ask for operator assistance. 
Our Country Code is 81; Our City Code is 3; 
Our Telephone Number is 587-0996 


ALSO AVAILABLE: 


Power Supplies and 
Component Parts! 


29 


shown me you can’t get these people to agree on 
anything,” offered marketing veteran Bob Breither, 
now with Stern Electronics. 

“The lack of cooperation with the industry is 
apparent,’ added Exidy’s Lila Zinter. 

There are, however, indications an effective 
image campaign would provide the industry a much 
needed boost. 

A few years ago, the bowling industry faced many 
of the same problems that confront the coin-op 
amusement industry today. As an entertainment 
industry, it needed to appear appealing to a wide 
variety of Americans. But problems abounded. The 
nation thought of bowling alleys as hangouts for 
young hoodlums, dungeons of danger for the defense- 
less. Attendance at bowling alleys—they now insist 
you call them bowling “centers’—was far below 
what the nation’s bowling proprietors needed to 
survive. Consequently, the industry manufacturing 
giants were also in a slump. Sales of bowling equip- 
ment and supplies had slowed to disastrous propor- 
tions. Moreover, internal bickering was rampant and 
no single force, no spiritual leader, appeared on the 
horizon to guide the industry out of iniquity. 

“We realized we were beating ourselves over the 
head,’ summarized Elizabeth Montanya of the 
National Bowling Council, the organization the 
industry turned to to plan its recovery. 

Although NBC had existed since 1942, it was in 
the late ‘60s when bowling’s problems were at a 


height that it was beefed up to do promotion work the 
bowling industry so badly needed. Funded mainly by 
five major firms, but subsidized generally by all levels 
of the industry—manufacturers, proprietors, even 
professional and league bowlers—NBC grew to 
where it employs full-time professionals in several 
fields—advertising, public relations, marketing, 
research and statistics, education and training, and 
sales promotion. 

“Our central effort is advertising,’ Montanya 
told Play Meter. As the promotions and marketing 
agency for the sport, we develop creative programs 
aimed at brightening up the image of bowling.” 

At the heart of the NBC membership are 4,000 
independent and chain-operated bowling centers 
nationwide. Under the Gold Pin Advertising Program, 
they receive television, radio, newspaper, and 
billboard ad materials, all professionally produced by a 
single advertising agency which has long been 
associated with the bowling business. The ads are 
generically oriented, often feature bowler specials, 
and all allow room for a listing of the local 
participating centers. The single source approach 
creates a uniform image about bowling centers, a sort 
of McDonald’s hamburger type of consistency that 
leaves the impression bowling centers are universally 
clean and fun-filled. 

Most impressively, the council has harnessed the 
cooperation of all industry segments to concentrate on 
increasing bowling’s economic status. Since bowling’s 
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QUANTITIES LIMITED 
FREE FREIGHT FOR PREPAID ORDERS 


Large Selection of Used Videos, Laser Discs, Pinballs, Juke Boxes and Kiddy Rides 
at Low Prices. 


The Game Exchange 


1289 ALUM CREEK DRIVE, *SOLUMBUS, OHIO 43209 
(614) 258-2933 
CALL TOLL FREE 


IN OHIO 
1-800-848-1514 
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OUTSIDE OHIO 
1-800-848-0110 
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Magic Conversion System “ 


An Exciting New Game — 


The kit includes all these Features: \\ - + t K K’’ 


Manufactured by 
Magic Conversion Co. 
401/461-9389 


(C) ~E Distributors: 
Eagle Conversion Co. 

(C) FRONT PANEL OVERLAY (D) LICENSE 401/274-0544 

(E) P.C. BOARD (F) HARNESS (G) JOYSTICK also 


(H) BUTTONS (1) SCHEMATICS & INSTRUCTIONS All Rowe Distributors NATIONWIDE 
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Change Games In 20 
Minutes With New Adult 
Video Game System. 


COUNTERCADE is a state-of-the-art 


countertop cabinet. It accepts interchange- 


able software so you can change games 
without changing cabinets. 

New games, called Game Brains, fit 
into the COUNTERCADE body. Modular, 
plug-in components make installing Game 
Brains easy. Each Game Brains comes with 
a new switchplate. 
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COUNTERCADE also has the built-in 
capacity to use a laser disc game system 
and a voice feature. With this kind of © 
flexibility COUNTERCADE may be the last 
piece of countertop equipment you'll ever 
buy. 

COUNTERCADE weighs 30 pounds 
less than other countertop machines, has a 
360° swivel base and a 13-inch full-color 
monitor. Its high-impact plastic cabinet is 
waterproof. All readings and most 
maintenance can be done without ever 
opening the machine. 
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DIGITAL CONTROLS 

Digital Controls, Inc. ¢ 5555 Oakbrook Parkway * Norcross, Ga. 30093 
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Variety Of Topics Makes 
FAX An Intelligent Choice. 


The FAX trivia game, licensed from 


Exidy, Inc., is generating hundreds of 
dollars a week in test locations. With 3,700 
questions, four categories, and three skill 
levels, the FAX Game Brains provides a 
never-ending challenge for players. As 
Exidy releases new sets of questions for 
FAX, Digital Controls will make them 
available for COUNTERCADE. 
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Follow Through With 


PRO SPORTS: Bowling, 
Tennis And Golf. 


The PRO SPORTS Game Brains has 
three games licensed from Data East, Inc. 
— the winning Pro Bowling, plus Pro 
Tennis and Pro Golf. Adults enjoy playing 
these three familiar, popular games. PRO 
SPORTS has exciting graphics and sound 
effects. The action is on the screen, not on 
the switchplate, to provide stimulating 
visual entertainment. 
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PUINGIIC 


it’s the fight of the century and 
you've got a chance at the WVBA 
title. When the bell rings, you 
come out punching...to meet the 
feisty jabs of Kid Quick, the 
whirlwind attack of Piston 
Hurricane, or maybe even the 
champ himself. 

Keep your guard up! Dodge 
that hook. Stick and movel 
You're wearing him down. Now 
go for the knockout! All right. 
He‘s down for the count. The 
crowd roars. You're fighting your 
way to the biggest bout of all. 


PO. Box 957, Redmond, WA 98052 
Visit us at the ASI Show, Booth #538, Chicago Expocenter in the Holida 


Punch-Out. A new live action, 
dual screen arcade game by 
Nintendo. It’s as close to the ring 
as you can get without going 
through the ropes. 


Nintendo 


(206) 882-2040 


©1984 Nintendo of America Inc. 


Iinm—Mart Plaza, Februa 


17-19. 


dark ages, the number of bowlers in the United States 
has nearly doubled, from 39 million in 1967 to 72 
million in 1980. Increasing the participants has 
improved cash flow to the point that proprietors and 
suppliers alike flourish—and, oh yes, so do bowlers. 

“We have all benefited by our determination to 
get along,’ Montanya summarized. 


Coin-op and PR 

When coin-op industry associations decided, in 
1982, to package a public relations manual for use by 
their members, they turned to the Daniel J. Edelman 
agency. As project director, Steve Cook researched 
public attitudes about the coin-op industry. 

“Undeniably, the industry needs to reach these 
people with its good story, a story of the fun and 
excitement that games are all about,” he said. “It needs 
to continue to research who the players are—and, 
maybe even more importantly, why others don't play. 
It can use public relations to erase the attitude that 
coin-op games are only for young people, to focus on 
the entertainment value inherent in coin-op games 
for people of all ages.” 

The Edelman project was to be put into practice 
through the industry trade associations, but were the 
industry to formulate a council of cooperation, it 
would have to be a new effort. No existing association 
is set up to function as a public relations or advertising 
agency. 

“It has been decided that AGMA is not to be used 


as a marketing tool,’ an Amusement Game 
Manufacturers Association official told Play Meter. 
“Although we have informally kicked it around. I 
don't know why we dont. Really, we ought to address 
the issue. An advertising program could create 
acceptability in the marketplace.” 

The new generation of coin-op equipment may 
be capable of producing sufficient earnings to get the 
industry back on its feet. But before that judgment can 
even be made, the industry will have to take the 
responsibility to get the message out. This time the 
new equipment will not get the publicity that vaulted 
the Pac-Man generation of games to such 
phenomenal public acceptance. That phenomenon is 
too recent in memory to stir any new hurrahs from the 
editorial press. Only from somewhere within the 
industry can we look for a drive that will rebuild a 
coin-op player base. 

Like paupers, we have been squabbling over the 
remains of a feast that was finished long ago instead of 
setting the table for a new meal. Plainly, we live in 
Orwellian times when people make decisions in 
accordance with the impulses they get from the 
media—a media that is their constant adviser, that 
continually tugs at their psyches as well as their 
pocketbooks. If the coin-op industry wants to 
experience a new era of success, it is clear it will have 
to develop a means of using the media—either 
individually or collectively, but with sufficient 
commitment to do it convincingly and consistently. @ 
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Cinematronics, the marketing arm of the laser 
game cooperative Magicom, has devised a marketing 
program for its new laser disc game Space Ace. The 
company promises an extensive magazine advertising 
cam paign— in trades and consumer publications—but 
most of the effort in this campaign went into develop- 
ing materials and ideas to be enacted, and financed, by 
arcade operators. 

Operators are encouraged to run prepared movie 
type, newspaper ads for Space Ace, to hold sneak 
previews for the local media, and grand opening 
events the day the game is introduced for play. They 
are provided materials for Space Ace related contests. 
Magicom is also encouraging operators to devise their 
own interesting promotional efforts, offering $10,000 
in prize money to the most ingenious promotions. 

Cinematronics is backing local efforts with a 
national “campaign.” It is sending out 2,000 press kits 
extolling the new laser game and offering interviews 
with animator Don Bluth. It also has the voices behind 
game characters, Ace, Kimberly, and Gorf, ready for 
radio interviews. The company anticipates creating 
the kind of attention given Dragon’s Lair, the first of 
the laser disc generation of games. 

In order to bolster public awareness of Space Ace, 
Cinematronics is already conducting a licensed mer- 
chandise campaign. It hopes the game and the mer- 
chandise will serve to sell each other. Usually licensed 
merchandise filters into the marketplace long after 
the game has passed its earning peak. ® 
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‘Crossbow’ Puts Exidy In the Chips 


By Mary Claire Blakeman 


ith its new mass memory 
game, Crossbow, Exidy is 
in the chips in more ways 


than one. First of all, the game has 
500,000 bytes of memory in the sili- 
con chips of its printed circuit 
boards. And, at least one California 
Operator has reported a weekly 
income from the game of $700. 

If Crossbow continues this per- 
formance, it could join the ranks of 
other past Exidy hits such as Circus 
and Pepper II. For now, the game 
represents a technological leap in 
the capabilities of video games, and 
it could mark the path that other 
developments will follow. 

Crossbow, of course, is not the 
only game with a big brain. Bouncer 
from Entertainment Sciences has 
approximately one million bytes of 
memory. Crossbow, however, also 
features a specially-developed 
digital audio system and a sophisti- 
cated optical scanner in the playing 
mechanism, that is the “gun” which 
the player points at the screen 
during game play. 

For perspective, the memory in 
Crossbow is contained on 52 chips 
with 64,000 (64K) bits of informa- 
tion on each one, while a typical 
coin-op game has a memory of 16K 
bytes. (A home system such as the 
Atari 2600 has 4K of memory.) 
Approximately every two years, 
technological development curves 
show that the amount of bits per 
chip expands. The cost per chip may 
stay the same or go up, but more 
information can be contained on 
each one. Two years ago, only 4,000 
bits of information could fit ona sili- 
con chip, while today there are 
64,000 bits per chip. (And 8 bits 
make a byte.) 

While the numbers are specta- 
cular, Crossbow and other mass 
memory machines are essentially no 
different on the inside than other 
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solid-state video games. The game 
still has its printed circuit boards 
and the architecture is slightly dif- 
ferent, but from a maintenance 
point of view, Crossbow can be 
treated like other standard coin-ops. 

The significance of the big 
memory lies in the fact that pro- 


grammers do not have to cram all 
the information for game play onto 
a few chips. They can stretch out and 
explore new possibilities. Most 
notably in Crossbow, the mass 
memory provides for high resolu- 
tion graphics and a greater degree of 
interaction between the player and 
the screen. 

Game “interaction” has become 
something of a manufacturer’s buzz- 
word, at least since Atari introduced 
Xevious last year. The sophistication 


of the game’s computer means that 
it can respond, or interact, ata more 
immediate level with the player. For 
instance, in Xevious, the better the 
player, the faster the action on the 
screen while, for a less adept player, 
the computer would send up 
obstacles at a slower pace. 

“The interaction on Crossbow is 
the same per se as a solid-state video 
game, explains Paul Jacobs, Exidy’s 
executive vice president. “But it’s 
not like the laser disc games where 
you have to wait while it searches 
the memory. In Crossbow the 
interaction is instantaneous.”’ 


Interaction counts 

With 10 years experience in the 
industry, the designers at Exidy are 
also fully aware that a technological 
breakthrough does not always trans- 
late into a hit game. “Interaction is 
more important than graphics,” 
says Howell Ivy, vice president of 
engineering who has been with 
Exidy from almost the beginning. 
“The screen has to look good to get 
that first quarter, but then it breaks 
down to the basics: it’s got to be a 
good game. 

“Video discs allow for nice 
graphics,” Ivy adds, “but the player 
cant interact as much. Everything 
on the screen of Crossbow is dyna- 
mic, and it’s all controlled by the 
computer.” 

The comparison to laser disc 
games is significant in that Exidy 
decided to go after mass memory 
instead of developing lasers. “We 
decided not to go with the laser disc 
specifically because of its drawback 
of the track-to-track access time,’ 
says Exidy President Pete Kauff- 
man. “Solid-state digital has the 
advantage of total interaction.” 

It was two years ago at a Con- 
sumer Electronics Show that Kauf- 
fman and Ivy decided to emphasize 
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mass memory over the laser disc 
which swept the industry with the 
introduction of Dragon’s Lair. 

“We'd rather put the money we'd 
have spent on a video disc into a 
technology that’s just coming on 
market,’ Kauffman says. “Once you 
play the disc games, you get bored 
because the feedback you get is too 
slow.” 

Kauffman says executives at Bally 
and Atari have praised his decision 
and agree that mass memory—not 
lasers—will be the way of the future 
for video games. “Everyone will 
have to go this way,” he says. Then, 
with a smile, Kauffman adds: “But 
we ll have a 9-month jump on them. 
Crossbow is a leader, and in the 
future, a lot of companies will be 
trying to catch up with Exidy.” 


Graphics will improve 

While Crossbow does not have 
the full classical animation of a 
Dragon's Lair, it does have cartoon 
figures moving across the screen 
resembling a “Saturday morning 
cartoon’ style. That movement is 
still slightly stilted but Ivy says the 
quality of mass memory graphics 
will one day rival that found on laser 
disc games. 

Already, Crossbow has 80,000 
pixels for graphics while most other 
current games have approximately 
60,000. (A pixel is basically a dot on 
the monitor which represents the 
amount of resolution. The greater 
the number of pixels, the greater the 
sharpness and clarity of the picture.) 

Also, although Exidy is not 
moving to develop laser disc games, 
Kauffman admits that the company 
could manufacture them in the 
future. “And you can bet that when 
Exidy does make a laser game, it will 
be a damn good one,” he adds. 

One feature Crossbow does share 
with its laser competitors is one that 
is increasingly popping up in action 
games: strategy. “This is more than 
just a gun game,” Jacobs says. “It is 
really an adventure shooting game 
with a whole story being told. It’s 
patterned on other games where 
players have to make choices. Mem- 
orization of which way to go 
enhances the action, but one scene 
doesn’t automatically follow 
another.” 

The strategy for Crossbow begins 
when a player selects a level of diffi- 
culty which runs from Easy and 
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Howell Ivy, vice president of engineering 


Normal to Hard and Most Difficult. 
During play, two or three paths, 
usually marked red, green, or blue, 
are offered for maneuvering the 
Robin Hood-like main character 
around the screen. A total of eight 
scenes (plus a hidden ninth scene for 
successful players) is offered, and 
they include the Desert, Village, 
Cave, Jungle, Volcano, Bridge, 
Castle Exterior, and Castle Interior. 

After successfully getting through 
any one area, the player must then 
decide which direction to take next. 
“And the shortest route does not get 
you the most points,” Ivy says. On 
two of the scenes, two color-coded 
paths are offered while on the other 
six, there are three paths. 


Protect friends 

As the main character continues 
through the adventure, he picks up 
several new friends. The object of 
the game is to protect those friends 
and get through all the levels with 
them. Since the player is constantly 
shooting at objects, however, the 
innocent bystanders sometimes get 
hit too. If the player hits one of the 
characters in the party, the screen 
flashes with the message, “Don't 
shoot your friends.” The first time 
one of them is hit, he slows down, 
but the second shot kills him. 

Some of the threats to the player 
include deadly scorpions and snakes 
in the Desert and the abominable 
snowman in the Cave. Then there is 
everything from molten lava and 
man-eating plants to flying coco- 
nuts, swamp rats, and alligators in 
the other scenes. Part of the chal- 
lenge of the game is to knock out 
these flying and rolling objects 
while also protecting the party of 
characters. 

Part of the logic includes knowing 
which direction to travel among the 
scenes. “If you take the wrong path, 
it will take you back to where you've 
been before,” Ivy says. “And if you 
pick the wrong path, you can’t get 
inside the castle, only to the outside 
of it.” 

Another part of the challenge is 
in the player shifting focus to the 
entire screen instead of just one part 
of it. “If you concentrate on one 
moving object, you can’t see the 
other moving objects coming at 
you, Ivy says. “It tests the player’s 
skills in a different way because you 
are concentrating on the whole 
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screen and not just trying to protect 
your one player. Things can happen 
on any area of the screen.” 

Also, unlike other games, the 
player cannot pick up where he left 
off if he is knocked out of the game. 
“It takes quite a bit of skill to get to 
the ninth screen where the main 
wizard is,’ Ivy says. “If youcould just 
put in another two quarters and 
start up where you left off, it 
wouldn't be that much of a chal- 
lenge.” 

Besides the mass memory, Cross- 
bow also features an optical scanner 
in the barrel of the shooting 
mechanism which replaces the 
standard joystick for play. A minia- 
ture printed circuit board rests 
inside the gun casing and a photo 
detector lens caps the end of it. 

The optical system is calibrated to 
the game screen which it scans and 
then feeds the information to the 
logic board which in turn triggers 
coordinates in the memory. “The 
lens in front of the gun picks up 
optical signals by scanning the 
television tube,’ Ivy says. “It does 
not really work like a joystick, and it 
is similar to a technology used seven 
or eight years ago in a game called 


Quack.” 


Shooting games 

While some of the technology in 
the scanner is new, the idea for a 
shooting mechanism is older than 
arcades themselves. “The market 
hasnt seen a shooting game in 
several years,’ Ivy adds. “There's a 
whole generation of players who 
have not played gun games. So we 
knew we could garner that first reac- 
tion, but the rest of the game had to 
be good too.” 

To prepare the firing mechanism 
for the game, Ivy actually purchased 
more than a dozen crossbows, and 
he and the staff practiced firing 


ag 


eB! TITIAN 


them in back of Exidy’s Sunnyvale 
plant. (In another bit of game 
research, Kauffman adds that he and 
Ivy spent Thanksgiving in Ivy's 


helicopter taking aerial video shots. 


“We were doing experiments in his 
helicopter, but it didn’t work out,” 
Kauffman says. “We ended up land- 


ing in the middle of a herd of deer.) 


The audio system in Crossbow 
also distinguishes it from other 
games. It includes more than 100 


separate sound effects ranging from 


animal calls to volcano rumbles and 
bongos. Some of the sounds are 
reminiscent of Exidy’s non-video 
game Whirly Bucket. For that game, 
sounds such as Marketing Director 
Lila Zinter’s voice were recorded 
and then distorted through a digital 
system. Crossbow takes that idea 
and greatly expands it, Kauffman 
says. 

“We used a similar audio tech- 
nology from Whirly Bucket, but it is 
much more sophisticated on Cross- 
bow,’ he says. “We can take almost 
any sound that can be generated and 
then digitize it with a special Exidy 
system. It is software-generated so 
we can do reverberation effects, 


echoes, and it’s all in stereo. The 


system is also capable of doing 
quadraphonic sound.” 

All this advanced technology 
offers the player more challenge. 
But as operators are aware, it also 
means higher costs and Crossbow 
has been sold at prices comparable 
to laser disc games. 

Exidy is recommending 50-cent 
play for Crossbow. “The more 
sophisticated the machine gets, the 
more it will cost the player,” Ivy 
says. Solid-state memory of this 
capacity is about as expensive as the 
laser disc. But we decided that the 
money that would have gone into 
developing the laser disc would be 
put instead into the memory and 


electronics.” 

“A half a megabyte of memory is 
very expensive, Kauffman adds. 

But Crossbow and the mass 
memory games do have a feature 
that could hold costs down. Main- 
tenance may be easier because, as Ivy 
explains, “Laser discs have moving 
parts, but in solid state, we have 
total interaction without moving 
parts. Maintenance would be exactly 
the same as with any other standard 
video game.” 


Conversion in future 

Further, Exidy plans to make its 
mass memory games convertible. 
Ivy says the conversions would work 
like a kit, and operators could 
exchange Crossbow boards for PC 
boards of new games. Other items, 
such as the plexiglass header and 
control panel, would also be included 
in the conversion. “With the high 
costs, not only of our stuff (such as 
the mass memory), it is mandatory 
that we offer conversions and things 
to get our industry back in line so the 
Operator makes money,’ Kauffman 
adds. 

Since Crossbow features a unique 
playing mechanism in the gun, it 
gives a hint as to the type of game 
Exidy will offer next as a conversion. 
It will quite likely be another shoot- 
ing game, and the company says it 
will reveal two scenes from the new 
game at upcoming trade shows. 

As to future developments, Kauff- 
man points to Exidy’s small size 
which keeps it mobile enough to 
respond to technological and market 
changes and the company’s philoso- 
phy of fun which keeps it in tune 
with players. “We still enjoy what 
we re doing,” he says. 

So whatever Exidy comes up with 
next, it will no doubt leave a lasting 
impression. ...With 500,000 bytes of 


memory, who could forget it? e 
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Brings Games Back fo Life! 


NOW AVAILABLE 
FOR VIDEO GAMES! 


1-800-848-‘"GAME”’ 
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Coin Operated 
Ticket Dispenser 


TIF ZEeT 
fit mics 


2765 E. Fourth Ave. 
Columbus, Ohio 43219 


TAINAN 


(Ohio) 1-800-282-5414 
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Q-Bits®, because nothing fits except Q-Bits® 
It's the remarkable system from Roger 
Williams Mint that stops unauthorized coins 
and tokens. There is a wide variety of key 
combinations available, and each of our 
customers gets exclusive rights to that 
combination within a 150 mile radius. 
Conversion is simple and inexpensive and 
Q-Bits® stock or custom are available quickly. 


Northwest Industrial Park, 79 Walton St., Attleboro, MA 02703 


Sheila suggests: 


Save up to 25% on conventional tokens. Call 
our toll-free number and we'll prove the 
point. We give Same Day Shipment on stock 
tokens and just 3-4 week delivery on your 
custom designed order. Design service 
available at NO CHARGE. 

We believe we can save you 25% or more. 
Call Sheila toll-free 800-225-2734 and get the 
facts without obligation. 


*In Massachusetts, call (617) 226-3310 


EPIC OF ENDURANCE 


FRENCH SNUB 


AMUSEMENT-ONLY DEVICES 


Gallic shrug, they say,ismore _ the current fate of the coin machine 
expressive than a thousand industry in la Belle France, as 
words—and it summed up demonstrated by the annual French 


Andre Mulon, general manager of Amiro France, a major French distributor, 
poses with the Rowe video jukebox. He says it is one of the French trade’s 
few remaining hopes for a successful 1984. 


coin machine exhibition, Forain- 
ex po-Amusexpo. 

The show, an annual four-day 
epic of endurance, was held from 
December 13 to 16 in a bleak, steel 
icebox which formerly served as an 
aircraft hangar at Le Bourget, one- 
time principal airport for Paris. 

The new title “Parc des Exposi- 
tions de l’Aeroport de Paris” is cer- 
tainly a trifle grand, all things con- 
sidered, especially if, like some exhi- 
bitors on the second day, you have to 
go back to the hotel for extra under- 
wear to ward off pneumonia. 

The problem is, it’s difficult not to 
be depressed about Paris and the 
French coin machine industry at 
present. Two years ago they turned a 
blind eye to slots and the trade went 
nuts. This year the French govern- 
ment had to do the obvious to an 
unpoliced slots business and close it 
down. 

That's all right, but not for the 
French operators, now with a taste 
of the infinitely higher incomes of 
slots. Now they're turning their 
noses up at amusement-only devices 
which once they would have waxed 
lyrical over. 

The scene was, therefore, set for 
an annual exhibition somewhat 
muted at one end of the hall (coin 
machines) and perfectly content at 
the other (carnival equipment). The 
black depression at the coin machine 
end had considerably reduced the 
numbers of exhibitors and visitors. 


Protests at government 
There had been stories of dra- 


This article was written by an editor of 
Coin Slot International Jocated in 
London, England. 
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THE HOTTEST 
ACTION IS AT OUR 
PUBLIC AUCTION 


2 - AUCTIONS - 2 


Auction #1 
Saturday, February 25 
10 a.m. 

- 1525 Airline Hwy. 

= ec / Metairie, Louisiana 
(10 minutes from Greater 
New Orleans, new home of 
AMA distributors) 
504/835-3232 


——— 
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Auction #2 
Saturday, March 31 
10 a.m. 

Rowe International Bldg. 

888 Rear Providence Hwy. 
Dedham, Massachusetts 

(Rt. 128 to Exit 60 South Dedham Exit 
about two blocks to Mr. Meat Bldg. turn 
right two blocks to Rowe Bldg.) 


617/329-3300 : 
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VIDEO GAMES 
ARCADE GAMES 
PINBALL MACHINES 


hundreds and hundreds 
of machines 


Zaxxon - Gravitar - Popeye - Blue 
Print - Turbo - Venture - Tron - Bagman 
Centipede - Space Duel - Kickman 
Frogger - Defender - Galaxia - Mazer 
Blazer - Vanguard - and many many 
more - Too Many to List! 


Don't Miss This One! A Real 
Savings Opportunity 
Term - Cash or Cashier's Check 
Inspection 2 hrs. Prior to Sale 


JAY SUGARMAN AUCTIONEERS 


750 NE 195th Street. Suite 101.N Miami Bch. FL 33179 


305/651-0101 
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matic demonstrations. We had been 
told that some French distributors 
who had done well from slots pro- 
posed to hire large booths and leave 
them empty, with their staff 
manning the wide open spaces in 
attitudes of Gallic pathos as a 
meaningful protest full of symbol- 
ism. Someone presumably pointed 
out to them that the gesture would 
be expensive and rather pointless 
without droves of government 
officials also being there. 

Instead we had an exhibition con- 
siderably smaller than last year, or 
rather with wider aisles, and the 
Organizers’ projected estimate of 
10,500 visitors often looked woe- 
fully short. 

The pity about it all was that if 
those coin machine operators with 
the long faces had managed to 
divorce their minds from yesterday 
and take a long, hard look at what 
was about the exhibition in terms of 
new equipment, they might have 
been very, very impressed. 

Those who did found hardly a life- 
line, but laser games certainly gave 
cause for injecting some optimism 
into the future. France was taking its 
first look at the new device, pre- 
sented in the form of the Atari ver- 
sion of Dragon’s Lair—Atari has the 
game for Europe—Stern’s Cliff 
Hanger, Sega's (now Bally/Mid- 
way s) Astron Belt, and its follow- 
up, Starblazer which isn’t. That 
sounds odd. Vic Leslie of Sega 
Europe said that the successor to 
Astron Belt, although it had Star- 
blazer on the cabinet, will in fact be 
called Galaxy Ranger. 

The game had been exhibited for 
the first time in Japan at the Tokyo 
Exhibition in October, but it did not 
make AMOA because Bally had just 
started to market Astron Belt in the 
United States. Europe, therefore, 
has seen the game before U.S. oper- 
ators and is enthusiastic about it. 
Another space game, Galaxy Ranger, 
seems to carry on where Astron Belt 
left off, taking the special effects 
into new dimensions. 


Dollar’s strength 

One problem which may have hit 
Europe in general and France in 
particular with Galaxy Ranger and 


other U.S.-built games was the 
dollar’s current strength. In the case 
of Galaxy Ranger, however, it is 
overcome. Leslie said: “It is being 
built for all of Europe except Italy 
and Spain by Bally Wulff in West 
Germany. Otherwise it would have 
been very expensive for the French, 
with the dollar at nearly nine Francs. 
Bally Wulff are buying their kits 
direct from Japan and should start 
taking delivery at the end of Decem- 
ber, shipping early in January.” 
One of France’s premier distribu- 
tion companies, Amiro, headed by 
General Manager Andre Mulon, is 
not looking forward to 1984 with 
any more relish than its colleagues. 
“We need something to ginger-up 
the market. I cannot see laser games 
providing that element by them- 
selves,” Mulon said. “But as part of a 
general injection of new ideas, then 
yes. It would be a combination of 
laser games, strong video product, 
video jukeboxes, and perhaps one or 
two other new ideas. But certainly 
the French market will be pretty 
dead in 1984 as things stand.” 


At least Mulon, who distributes 
Rowe's new video jukebox, had 
some moral support from a member 
of the French government, no less. 
Andre Nicholas, an official of the 
French Ministere de la Culture, 
pledged to promoting popular 
music in France, was fascinated to 
find out about video jukeboxes for 
the first time and told Mulon that he 
would see what can be done to 
promote the production of French 
video clips—seen by Mulon as 
essential to promoting the box in 
France. 

Mulon, not unnaturally, also 
referred to the perennial bugbear of 
jukebox operating, the Droits 
Auteurs, or performing rights dues. 


There was another game new to 
Americans at Forainexpo-A musex po. 
Bally/Midway launched its new 
video Spy Hunter in both cockpit 
and upright versions. As the name 
implies, the game is a James Bond- 
type exercise in manual dexterity 
and mental strategy, dodging enemy 
agents or wiping them out in three 
modes of transport, by a car chase 
along a highway, a speedboat chase 
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GYRUSS, another great arcade success from the originator of 
TIME PILOT, SCRAMBLE, SUPER COBRA, TUTANKHAM, ROC'N 
ROPE and FROGGER is now available as a conversion kit. To profit 
from one of the greatest games in arcade history, convert to 


Konami. Contact your local distributor today for details on GYRUSS. 
Don’t face 1984 without it. 


var i's copyright will be prosecuted. 5 
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Konami, Inc. 


20655 S. WESTERN AVE., SUITE 116, TORRANCE, CA 90501 
PHONE: (213) 533-8644 
TELEX: 4720119 KONAMER FAX: (213) 533-6040 


©1983 Konami, Inc. All rights reserved 


It's more than just a game... 


Everyone is looking for the next “Big Game’’—the 


one that is going to fill up the coin boxes and save their 
business. 

The trouble is that no one game is going to save 
their business. 

What is needed is a total re-think that makes 
economic sense and brings back profitability. Sente 
Technologies has a plan that can do this: it is called the 
SENTE SYSTEM and we think it can guarantee future 
growth and stability. 


The SENTE SYSTEM 
takes the Game Industry seriously. 


Basically the SENTE SYSTEM is a simple idea 
(the best ideas always are!), and it comes in two parts. 

Anew game conceptand... 

a new business concept. 

Let's look at the game concept first. We call it 
the SAC SYSTEM™ The letters stand for “Sente Arcade 
Computer.’ Here's how it works... 


The Game Frame 
This will be the best designed, best constructed 
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piece of hardware in the business. Solid metal construction 
with molded propylene skin, a skin that is burn, impact 
and stain-resistant. The screen is adjustable from the hori- 
zontal to the near vertical. Acoustical panels surround 

the most unique audio system on any video game today. 
The player gets the sensation of actually being part of 

the game! Strong, impactful graphics on the exterior flag 
down customers. 

The whole idea is to construct a ‘Game Frame’ 
that will look good, function well and continue to attract 
business for years!!! That's right, years. And here's the 
reason why. 


The Software Concept 


The SENTE SYSTEM will have interchangeable 
cartridges, interchangeable control panels and Game 
Frame graphics that can completely change a game in 
less than 15 minutes! 

The process is simple and reliable. Everything an 
operator needs to change a software package comes in 
a Sente SAC PAC™ In no more than 15 minutes you can 
have a brand-new game setup. 

New cartridges will be made available to users of 
the SENTE SYSTEM a minimum of four times a year. Each 
of these games will be developed by the leading designers 
in the Industry and users of the system will have the option 
of retaining ‘Hit Game’ cartridges for as long as they like. 

This leads to the second and even more important 
part of the SENTE SYSTEM. 


The Business Concept 
Buying video games has become one of the highest 
risk investments an operator makes! Because the whole 
unit must be purchased every time. | 
With game prices climbing and game life expectancy 
shortening at ever increasing rates, operators are finding it 
more difficult to recoup the sizeable new game investment. 


y | 
a. 
Ae, 
P| 
Pp Stié<N 
|; 60—lhlur'~ 


As long as operators are faced with having to buy whole 
game units, the situation will get progressively worse. 
The SENTE SYSTEM is the only logical solution. 


The Operator/ Distributor System 
You pay a one-time cost for the Game Frame. 
Then, you pay a low weekly rental for the software. You 
get a minimum of four new software options a year. You 
can rotate the software packages between Game Frames. 
Forget the headache of trade-ins or game resale. 
In those areas where games are taxed On a per game basis 
every year, you only have to pay this tax on the Game 
Frame, once, yet the software options give you a minimum 
of four games a year! 


How you can win with Sente 

In recent months the trade reports have highlighted 
several facts we've all become increasingly aware of since 
the ‘Boom’ times of the early eighties. 

Wed like to spell out some of these problems and 
then show you how the SENTE SYSTEM provides the 
perfect solution to each and every one! 


Problem One—Complete game purchase offers high 
risk investment with no guarantees. 


Solution—The SENTE SYSTEM reduces risk and gives 
you more choice with higher profit potential. 


Problem Two—The average game life expectancy is 
now down to 26 weeks, making It difficult, if not impossible 
in many cases, to recoup the cost of agame. 


Solution —You pay a one-time cost for the Game 
Frame and then a low weekly rental fee for the software. 


Problem Three— Game rotation and purchase means 
high costs. Game prices are going up. Financing is more 
and more expensive. 


Solution—With the SENTE SYSTEM you rotate the 
software, not the game. 


Problem Four— Only ‘Hit Games’ have a long life and 
there are very few hit games. 


Solution—The SENTE SYSTEM gives you four software 
options a year. That offers you an average life cycle of 12 
to 16 weeks, and more opportunities for higher earnings. 


Problem Five—Low or nonexistent trade-in value. 
Being left with worthless games. 


Solution — With the SENTE SYSTEM, we guarantee 
you anew, exciting software package every 12 to 16 weeks. 
You change the software, not the Game Frame. 


Problem Six— Games are too expensive and getting 
more so all the time. 


Solution — After the initial Game 
Frame purchase, software rental Is very, 
very low. And at your option you can 
change it four times a year. 


Allin all, wnat the SENTE SYSTEM 
means to the Industry is that the days 
of high risk, high investment and uncer- 
tain return are over. The days of stable 
profitability are back. 

It is the only logical way for the 
Industry to go. 


The SENTE SYSTEM takes 
the games business seriously. 


Where the Future exists... 


461 South Milpitas Blvd. Milpitas, CA 95035 408 945-2000 
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LIGHT THE WAY 
TO BIGGER PROFITS 
WITH A TOP EARNING 
CONVERSION KIT 
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MEGAZONE CONVERSION KIT CONTENTS: 


@ Main Printed Circuit Board © @ Control Button Decals (2 Sets) 
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® Connecting Wiring Harness @ Player Instruction Decal 
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® Contro! Pane! Overlay ® Schematics ® Registration Card 


FOR YOUR LOCAL DISTRIBUTOR CONTACT: oO). : 
INTERLOGIC, INC. (312) 671-0305 Konami interlogic 
TELEX: 270359 INTELOGIC ROSM ine. 


along a river, and by battling heli- 
copter gunships. 

Pretty well everything else in 
Paris had been seen in the United 
States, although the pinball market 
had a minor flurry of activity when 
distributors of Williams, Gottlieb, 
and Bally pinball found themselves 
with a new competitor. French 
manufacturer Jeutel, best known for 
its activities in the video games field, 
displayed a row of 25 pinball 
machines. Valkyrie and Le Kmg, 
both four-player models, comprised 
the range and although they might 
not present a threat in the USS. 
domestic market, their “made in 
France’ tag coupled with the 
present state of the Franc vis-a-vis 
the dollar, makes them a positive 
threat in the French market. 


Few U.S. visitors 

U.S. trade visitors were few and 
far between. Roger Keesee, a new 
vice president of Bally, was there, 
and we understand that Bally's Cor- 
porate Controller, Bruce Struckman, 
was with him, although both spent 
considerable periods in closed 
meetings. More than one observer 
naturally connected the lengthy 
meeting to reports of yet another 
Bally takeover in the U.S. manufac- 
turing market, following its acquisi- 
tion of Sega’s business earlier in the 
year. 

We also understand that Marc 
Haim of Belam was reported to have 
attended the exhibition. 

The French show was, therefore, 
somewhat subdued this year. With 
the disappearance of the colorful 
slots—mostly supplied by the highly 
experienced British manufacturers— 
so much of the elan had gone from 
the exhibition. Normality breeds 
dullness in the case of the French 
exhibition, and even Jean-Daniel 
Rovira, of Bally France, which has 
the not inconsequential line-up of 
Bally /Midway, Atari, and Sega lines 
to distribute, was nevertheless 
moved to comment: “1984 will be 
very slow in France. The industry ts 
flat now that the slot machines have 
all gone. The operators were hit 
hard by that decision, and they have 
many taxes to pay. It will not be a 
good year.” e 


France takes its first look at the newest laser game to hit the international 
market, Sega's Galaxy Ranger, which made its debut in Parts. 
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Jean-Daniel Rovira of Bally France with Bally/ Midway's new Spy Hunter 
video game, which 1s also available in upright form. 
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IT’S GAME OVER 


By Roger C. Sharpe 


IN MARSHFIELD 


————— 


n December 1 it made the 

CBS Evening News, but on 

that day, or the one following, 
there was no mention of the 
decision in any of the New York City 
papers. The silence was deafening, 
since the potential repercussions 
could be so severe. Having lingered 
for such a long period of time, with 
little movement over many months 
of legal maneuverings and delibera- 
tions, the town of Marshfield, Mas- 
sachusetts, has finally accomplished 
what it set out to do. 

In hearings that went to the 
Supreme Court, Marshfield has 
managed to gain the right to ban the 
Operation of coin-operated video 
games. The announcement appeared 
as a short news item just before | 
was ready to eat. Suddenly, I was no 
longer hungry. I felt a sense of deja 
vu as | remembered accounts I read 
in long forgotten journals, such as 
Automatic Age, about different 
communities ruling against pin 
games and other coin-op amuse- 
ments because they were corrupting 
the youth of the late ’30s and early 
‘40s. 

Now, more than 40 years later, | 
can see it happening again—the 
isolated instances of a Marshfield or 
Mesquite, Texas, and a growing 
number of other developments 
ready to strike out and deal serious 
blows to the integrity and accep- 
tance of this industry’s products 
nationwide. 

The militants could care less 
about the wonders of new laser disc 
technology, the proliferation of 
home systems and computers which 
owe their existence and popularity 
to coin-op video games, or even a 
statement by President Reagan 
favorable to this form of leisure time 
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entertainment. All they can see is 
the prevalence of equipment in one 
business after another on either side 
of Main Street, USA. It’s not as if 
there’s a game room or two to con- 
tend with. Instead the drug store, 
supermarket, department store, 
restaurant, bowling center, movie 
theater, and God-knows-where-else 
all have a game or two. And parents, 
as well as local civic groups, are 
saying that enough’s enough already. 

They're afraid. All they can see 
are children being mesmerized by 
diversions many adults don’t under- 
stand. The games are seen as violent 
or being creations which promote 
anti-social behavior. It’s somehow 
unhealthy for children to be so pre- 
occupied with video games. 

Then, when these arguments, or 
other similar verbal tactics fail to 
Stir up the appropriate degree of 
alarm or outrage, the next wave 
begins to round out the effort and 
hoped for impact. This includes 
those all too familiar pleas and 
warnings that game rooms, arcades, 
or even the appearance of a machine 
Or two in any location, will, by some 
magical equation and relationship, 
breed juvenile delinquency, drug 
dependency, and loose morals. 


Easy target 

Unbelievably, even in the 1980s, 
the general public sentiment seems 
to be more than ready to condemn 
video games rather than to accept 
the notion that, unto themselves, 
they pose no threat or hazard to 
today’s youth. What they do repre- 
sent, however, is an extremely easy 
target for fanatical accusations 
which question their ultimate value 
and benefit in society. 

You have to forget reason and 


sane thinking for the moment when 
you attempt to understand the 
rationale behind this movement to 
obliterate video games. Admittedly, 
this might be a far-fetched, unrealis- 
tic, and maybe even impossible task, 
but there are those who remain 
steadfast in the quest. 

And every time coin-op enter- 
tainment makes the news for some 
tragic activity, such as the recent 
involvement of underworld-related 
characters in a New York City 
operation, more fuel is added to the 
fire. If some corrupt or illegal 
behavior is discovered at a given 
location, it only tends to affect other 
local operations, as well as influence 
areas nationwide which might be 
wavering in their discussions about 
the pros and cons of video games. 

The opportunities for building a 
case based on guilt by association are 
enormous, only because general 
opinion is so willing to believe the 
myths and age-old distortions of the 
industry's image. Up to this point, 
all of the positive public relations 
efforts and goodwill gestures and 
deeds, such as the donation of equip- 
ment for worthy causes, hasn't 
helped to diminish the overall 
concensus. 

It is, unfortunately, a fact of life 
that the industry must accept and 
always try to deal with whenever 
possible, although the potential 
results of any activity will always be 
limited. And, interestingly, this has 
nothing to do with the games them- 
selves. 

Just think back to the mid ’70s 
when pinball was the focus of atten- 
tion. The moment the phenomenon 
became too overwhelming, there 
were some who were prepared to 
stand in the way of progress and 


PLAY METER, March 1, 1984 


growth. Even with the appearance 
of new technologies, equipment, 
and players, the problems are much 
the same as they have been and will 
be. Each generation of adults is on 
the lookout for scapegoats and situa- 
tions which tend to provide a wedge 
between the young and the old on 
the basis of what was once called the 
generation gap. 

Since, by their very nature, coin- 
op games are commonly geared toa 
younger audience, the divisiveness 
they create is always an issue. Even 
with the games being available in 
the home for the enjoyment of the 
whole family hasn’t provided a 
better understanding of this enter- 
tainment’s role. It is a recurring 
issue which is handed down from 
generation to generation and the 
adults, who were once young them- 
selves, tend to forget that games are 
a very real part of growing up. 


Parents’ guilt 

Instead, children are seen as doing 
themselves irreparable harm if they 
play video games, in particular, as 
“concerned” adults look for ways to 
put restrictions on their youth. The 
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instilling of values and morals 
should be the function of the home 
so that the mere presence of video 
games shouldn't be anything more 
than an acceptable diversion. But 
some parents view themselves as 
having lost control over their 
children and will readily attach 
blame to another entity as a way of 
relieving anxiety or guilt over their 
inadequate actions as role models. 

It’s a vicious cycle. Video, in 
particular, is a frightening obstacle 
only because it has infiltrated almost 
every area of everyday life. Repre- 
senting the introduction and appli- 
cation of a new technology which 
promises to change many of the 
ways in which we perceive the 
future to be, video games are an 
unknown quantity that all too many 
adults can’t relate to. In fact, we can 
look back and see the number of 
studies which have tried to gain 
insights into the effects of video 
game playing on the mind as well as 
the body. People want to know what 
the allure is and how this creation 
has managed to so rapidly enter into 
the mainstream. 

The issues are complex and ever- 


present. If the industry survives 
what will undoubtedly be a new 
wave of criticism and legal actions 
directed at restricting operations, 
another is guaranteed to take its 
place. It might be laser disc games or 
some as yet undiscovered game form 
which will supply the basis for new 
concerns and old fears to surface 
once again. Hopefully, as we evolve, 
the differences between the relation- 
ship of young and old will become 
less pronounced so that the two can 
co-exist unhindered in their selec- 
tion of leisure time entertainment. 

For now,the industry must be pre- 
pared for the challenge ahead. It 
can’t, by any stretch of the imagina- 
tion, be left to grow out of propor- 
tion. So stay informed and be 
sensitive to the undercurrent which 
exists behind every corner in every 
city and town. With the elections 
looming ahead this year, the battle 
has begun only now. Realize that it's 
bound to get worse before it gets 
better. Keeping unified on local, 
state, and national levels is a first 
step, followed by sound thinking 
and the establishment of firm guide- 
lines. e 
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CALL TOLL FREE 


800-227-5815 
IN CA 800-227-5814 
OR 408-625-5333 


‘Quality is Our 
Family Tradition’ 


HOFFMAN &y HOFFMAN 


CARMEL-BY-THE-SEA CALIFORNIA 93921-0896 
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Scoring Success 
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Bullwinkle’s Family Food 'N Fun restaurants are freestanding structures. 
The 40-foot high inflatable balloon ts a fixture for several weeks 
during the grand opening at all Bullwinkle’s restaurants. 


Bullwinkle’s aims 
for the adult market 


“Our ambition was to capture the 
adult market that everyone else had 
sacrificed,’ explains David Brown, 
president of Bullwinkle’s Family 
Food and Fun restaurants. 

Brown, who founded Bullwinkle’s, 
a themed specialty menu restaurant 
chain, reports that one-third of his 
customers are adults without 
children. The Santa Clara prototype 
restaurant was opened in 1982. 

According to company officials, 
Bullwinkle’s is not a pizza parlor 
with games, nor is it an arcade that 
happens to serve food. Bullwinkle’s 


‘combines food with several types of 


entertainment including computer- 
controlled animated characters and 
a specially developed indoor water 
show. 

By the end of 1984, the company 
anticipates that more than 30 
company operated and franchised 
restaurants will open in the United 
States and foreign cities including 
Seattle, Los Angeles, San Diego, 
New Orleans, Kansas City, Wash- 
ington D.C., Richmond, Hong 
Kong, Singapore, Edmonton, Van- 
couver, and Calgary. A venture 
capital package provides the com- 
pany with $5 million in funding to 
implement the company’s develop- 
ment plans. 

The decor of the restaurant is 
“Canadian Northwoods,” complete 
with heavy timbers, rough-sawn 
wood walls, and a piped-in sound- 
track of nature sounds. 

Bullwinkle’s restaurants are 
typically 12,500 square feet, but 
adjustments can be made. “Dudley’s 
Den,’ a special dining area which 
seats 60 people, is set away from the 
main showroom. 


Entertainment 
Entertainment at Bullwinkle’s 


PLAY METER, March 1, 1984 


includes four-minute computer- 
controlled animated shows featur- 
ing characters from the ‘Rocky and 
Bullwinkle’ cartoon series and a 
large choreographed water fountain 
show. 

Animated shows include the 
characters of Bullwinkle and Rocky 
the flying squirrel, Dudley Do- 
Right, Underdog, and Tennessee 
Tuxedo, and feature state-of-the-art 
robotics. The entire show is 
controlled by a backstage computer, 
and the eight characters are 
activated with both analog and 
digital movements. Actions are 
programmed onto half-inch reel-to- 
reel tape which supplies the sound 
for the show to eight speakers. 

The newly-written shows are 
identical in all restaurants, but 
regular program changes appear in 
each Bullwinkle’s location. 

In addition, an eight-minute 
Fantasy Fountains performance 
utilizes 25 water jets which keep 
beat in time to changing colored 
lights and strobe lights with music 
from rock to classical. 

Other entertainment at Bull- 
winkle’s includes ““Underdog’s 
Mighty Metropolis’ which offers 
various electronic and skill games as 
well as kiddie rides. “Mr. Peabody's 
Improbable Picture Place” allows 
customers to have portraits taken 
with themed character backdrops 
from the cartoon series. “Rocky's 
Trading Post’ features a variety of 
character-related merchandise, 
special treats, and “Bullwinkle’s 
Bullion” gift certificates. 


Varied Menu 


“Bullwinkle’s Famoose Pizza,’ 
whick took months to develop, has a 
chewy crust stuffed with six 
different cheeses and a combination 
of sauce and meat and vegetable 
ingredients. Other food items 
include “Dudley Do-Right’s Done- 
Right Pizza,’ “Klondike Fried 
Chicken,” “Sweet Polly’s Self Serve 
Salad Side Board,” and “Underdog’s 
Heroic Sandwiches.” Character- 
themed ice cream desserts such as 
“Snidely's Whiplash” and “Bull- 
winkle’s Mousse” are also served. 

Brown says that Bullwinkle’s 
“won't grow as fast as some other 
restaurants because we're more 
interested in maintaining quality 
than in quantity.” e 
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Bullwinkle’s Birthday Bashes can accommodate from 15 to 150 guests. 
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Animated computer controlled stage shows 
are all newly-written for Bullwinkle’s restaurants. 
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David Brown, president of Bullwinkle’s, says a variety of food, 
appealing to both children and adults, 1s top priority. 
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Established Operators 
Can Feast During the Famine 


It never fails: When talking to 
someone I haven't seen for a while, 
I'm promptly asked, “How’s busi- 
ness? I hear video games are on the 
way out.’ 

The reason everybody asks this 
question, of course, is because the 
media are publicizing the industry's 
present slump as prolifically as they 
did the boom period several years 
ago. 

And it’s true. We're in the midst 
of not only a lull in player interest, 
but a manufacturer and operator 
purge as well. The lack of unique 
video game ideas has left most sec- 
tors of the industry in the lurch. 

Operators who entered the busi- 
ness after 1978 and consistently 
bought multiples of each new 
smash-hit video are now unable to 
follow that formula so easily because 
fewer hits are being produced. Some 
Operators are turning to conversions 
which are less expensive to buy but, 
in most cases, earn proportionately. 
Other operators are selling out or 
going bankrupt. 

Can anybody in the industry bene- 
fit from all this bad news? Yes— 
established amusement game oper- 
ators can now feast during the 
famine faced by fools who rushed in 
unprepared and naive during the 
video fad phase. 

The industry slump allows sur- 
viving Operators to get unusually 
low prices on late-model used games 
from distributors, and rock-bottom 
prices on games sold in the now- 
burgeoning equipment auctions. 

Furthermore, the video game 
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manufacturers’ current dearth of 
smash hits is giving many estab- 
lished operators a vacation from 
skyrocketing new equipment expen- 
ditures. Now locations are making 
fewer demands for the latest flash- 
in-the-pan video game, giving the 
Operator more freedom to rotate 
games instead of constantly trading 
in or buying new equipment. 

Other open-minded locations are 
agreeing to give pinball a chance for 
the first time and, consequently, dis- 
covering a strong source of coin-op 
income. 


Location requests 

It has been a long time since one 
of my locations asked for the newest 
top-ranked video game. The last 
earnest request was for a Pole 
Position, a game I have resisted 
buying due to its high price com- 
pared to other new games, its play 
limitations (only one person can 
play), and because it probably would 
not greatly outearn the best game 
currently in the location. 

As a street-location-only opera- 
tor, I also realize that every arcade in 
town has a wall lined with Pole 
Positions, and Atari has released the 
game as a home-unit cartridge. It 
doesn’t make sense to try to com- 
pete with that on the street. 

Besides, I’m waiting for the dual- 
player version of the game, which 
must be forthcoming if Atari and 
Namco (Pole Position’s creator) 
know how to milk a good game. 


Surprisingly, the games most in 


demand by locations I deal with are 
still Ms. Pac-Man and Galaga, both 
2-year-olds. These games have held 
their value excellently and rarely 
disappoint me at collection time. 

But the best part about the cur- 
rent video doldrums is that it doesn’t 
even take a Ms. Pac-Man or Galaga 
to make good money. Games that 
were sometimes ignored while most 
players spent quarters only on the 
hits are now finding a new life on 
the street. 

For instance, I operate Midway 
Omega Race uprights that outearn 
most of my Ms. Pac-Mans. Readers 
may recall the Play Meter February 
15, 1982, (p. 67) column in which I 
called Omega Race ‘the best space- 
theme game since Asteroids.” 

No small compliment, that. 
Somehow, Omega Race, about half 
the age of space classics such as 
Defender and Asteroids, has fallen 
into the same price range as these 
fully discounted games (remem- 
bering that Defender’s color moni- 
tor buoys the value somewhat). 

Shopped Omega Races can be 
bought in Los Angeles for $350- 
$450, and some have been auctioned 
for less than $200 as-is. However, I 
have not found another game in any 
price range that can earn as steady 
money in so many different loca- 
tions and amortize itself as quickly 
as Omega Race. 

So long as distributors are blow- 
ing out Omega Race and my loca- 
tions are filling these games with 
quarters, there is no reason for me to 
buy new games. 
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Comparing videos to pins 
Upon further analysis, similari- 
ties can be drawn between the cur- 
rent condition of the video-game 
industry and today’s pinball scene 
for the street operator. Prices on 
good used games have fallen, and 
some older games earn as much or 
more than brand-new releases. 


The corollary becomes more 
fascinating because older electronic 
pins I've operated since the video 
craze began (Evel Knievel, Sharp- 
shooter, Galaxy) still can earn as 
much as newer pins (Black Hole, 
Fireball Il, Flash Gordon), and as 
much as once high-ranking late video 
games such as Popeye and Joust. 


Does this mean there's hope 
someday for the aging, forgotten 
Space Invaders and Star Castle 
videos now collecting mostly dust on 
the route? Not exactly. The main 
hope for older videos is conversions 
or home sales. Whereas pinball 
design has been heading back to the 
simple playfield and fewer gimmicks 
in a quest for more general player 
appeal, video design is on the verge 
of a new state of the art (laser disc) 
to satisfy its players voracious, yet 
fickle, appetites. 


Unlike so many of the antiquated 
amusement games of past decades 
that are now collectors’ items and 
curiosities, the mass overproduction 
of some older videos, and the unpop- 
ularity and uninspired aesthetics of 
the others, make the entire group 
about as worthless as the original 
Pong game is in today’s collector 
market. 

In the meantime, today’s video 
game designers are either burned 
out or too busy working on the new 
technology games to bother with 
designing hit videos as we have 
come to know them. 


Paradoxically, the laser disc 
games produced to date require a 
range of player involvement falling 
somewhere between Chicago Coin’s 
arcade games of the early 1970s and 
the video game Gorf. 


Worth the price 

If laser disc games become more 
technically polished and more fun to 
play than what is now on the mar- 
ket, the games will be well worth the 
60-100 percent price markup to the 
operator because he will be able to 
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charge (with a clear conscience) 100 
percent more per play, namely 50 
cents. 

So, in advance of the possible 
onslaught of new-generation videos 
employing laser disc and any other 
unforeseen technical improvements, 
here are some suggestions to the 
manufacturers that intend to pro- 
duce these games: 


DOs and DON’Ts 


DO promote games with bro- 
chures and advertising that illustrate 
the design, graphic, program, and 
service features that make the game 
attractive to buy and play. 

DON’T insult operators with 
overhyped, glitzy campaigns that 
persuade buyers to trust the com- 
pany’ reputation or suggest, as in 
the infamous automobile commer- 
cial, that they “need this game.” 


The industry should keep in mind 
that most of its greatest games were 
introduced with surprisingly little 
hoopla, such as Asteroids, Pac-Man, 
Galaga, and Donkey Kong. A good 
game sells itself. 

DO manufacture all video games 
with levelers, monitor covers made 
of glass, and front-mounted volume 
controls. 

DON'T expect operators to buy 
games that look cheap, feel cheap, 
and indeed are cheap. 

Most operators are intelligent 
enough to realize how inexpensively 
manufacturers produce each game 
unit. When operators buy a popular 
new game and receive stick-on (or, 
more accurately, peel-off) cabinet 
graphics, easily marred plastic 
monitor covers, and a cabinet bot- 
tom that has to be leveled with 
folded cardboard, they get the idea 
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they've been taken. Small wonder 
some operators risk bootlegging 
certain popular games. 

DO give operators a reasonable 
warranty on these new games, and 
conduct service schools to familiar- 
ize Operators and service personnel 


with new techniques needed to work 
on these games. 
PEaCH . : GTE DON'T release games with elec- 
tronic defects, static problems, and 
other maladies often encountered 
Distributi Co. during previous advancements in 
technology. 


Video game manufacturers are 


about to offer the industry what 
with Quality Parts and Supplies at the Lowest Possible Prices. For. . could be a remarkable leap in profit 


e VIDEO ...e INTEGRATED CIRCUITS ... e PHONOGRAPH progress. No electronic amusement 


For 31 years The Dependable Supplier to the Coin Machine Industry, 


e AMUSEMENT GAMES ... e SOCCER & POOL TABLES game has yet been produced that 
e ELECTRONIC SUPPLIES . ..¢ VENDING MACHINES le ek NLA asad 
Se a a at play basis. Some games housed in 

“We Guarantee Satisfactory Service” cockpits can fetch that price, but 


PARTS CATALOG AVAILABLE UPON REQUEST. most players get their experience on 
the quarter-a-play uprights. When 


PARTS DIVISION ...1040 Boulevard S.E. the new games take over, there will 
Atlanta, Georgia 30319 be no choice for the player—or the 
h 404-629-4401 operator. The games had better be 

Phone worth the money. 


The coin-op industry is definitely 
7 under the gun. It must produce high- 
Toll Free Phone... 1-800-241-1346 (except in Georgia) | technology games that players enjoy 
enough to help the operator recover 
his more considerable investment. 

Although laser disc games lend 
themselves to the concept of conver- 
sion (Can you imagine paying for a 
complete laser disc player with 


every new game?), operators pro- 
$59. PER THOUSAND DELIVERED bably won't stand still while manu- 
sv 25 DELUXE TOYS IN EQUAL MIX facturers dillydally between hit 


games, especially while charging 
%v MULTICOLOR, SNAP-LOCK SHELLS Se Soo ee is 


yx ACCURATE COUNT OF FILLED EGGS If the new games cannot maintain 
S< FAST & FRIENDLY SERVICE their popularity for at least a year, 


operators might be forced to return 


CALL US COLLECT TODAY! co a quarter per play and buy fewer 


new games and conversion pack- 
yt te ae ae ae ae ee ee ee ee ee ages, leading to a profit breakdown 


=. CLIP THIS COUPON: J issuance! 

¥: & SEND FOR FREE « TE ieshstey for tie fist alferings ina 

| “NEST OF EGGS” 7 revolutionary game form, such as 
* 


laser disc, to be rudimentary as well 
LIMIT 1 SAMPLE OFFER PER CUSTOMER Fae eee ee 
a ee ee ee ee ee and Ever Kurevelr), dont dismiss 


INNOVATIVE INDUSTRIES, INC. the potential of these games just yet. 


Nor does it make sense to await 


Highway J1A South the death of video games. Those 19- 


inch monitors comprise a gold mine 


Carthage, Missouri 64836 of possibilities; all they need is a 
(417) 358-6891 renaissance of imagination from an 


industry known for hitting paydirt 
when it counts. e 
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ALL AMUSEMENT GAMES 


ARE NOT 
CREATED EQUAL. 


All too often, amusement games quickly loose their quarter. You have control and you get the profits. Plus 
appeal. They’re here today...gone tomorrow. Andas you have control over one other feature the others 
you well know, a machine that doesn’t produce might can’t match. 
as well be left out with the trash. So when you’re 250 character spaces for your selected advertising 


making decisions about amusement 
machines and how to spend your hard 
earned money, don’t take a chance. Re- 
ly on Fun Casino Il, the ultimate counter 
top game system from International 
Game Technology, the world leader in 
video gaming. 

With the Fun Casino Il, players can 
choose from 5 different action packed 
games, Poker, Blackjack, Hi-Lo, Craps 
and Derby horse racing. 

As the operator, you choose such 
things as hands per game, the odds, bet 
limits, starting score and plays per 


that continuously scrolls across the top 
of the screen. Now you can advertise 
specials, promotions. ..whatever you 
choose. 

Nothing matches Fun Casino Il’s ver- 
satility, action graphics, player appeal, 
advertising capability and the power to 
produce big profits. So don’t take a 
chance. Get all the facts about Fun 
Casino Il and find out why all amuse- 
ment games are not created equal. 


mics International Game Technology 
® World Leader in Video Gaming 


LAS VEGAS * RENO + ELKO * ATLANTIC CITY 
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The operation of these games and the features therein agi } . ; 
may be subject to various State and local laws or For information on IGT’s exclusive countertop game 


regulations. It is not intended herein to solicit the sale systems contact Brad King (702) 323-5060 or write 
of such games in any jurisdiction wherein the same 
may not be lawfully sold or operated. IGT Amusement Sales, 520 So. Rock Bivd., Reno, NV 89502 
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IGT countertop game systems available 
exclusively through these distributors. 


ALABAMA 

Birmingham Vending Company 
540 Second Avenue, North 
Birmingham, Alabama 35204 
(205) 324-7526 


ARIZONA 

Mountain Coin 

3850 W. Van Buren 
Phoenix, Arizona 85009 
(602) 269-7596 


ARKANSAS 

Jack’s Amusement 

310 Strong Highway 

El Dorado, Arkansas 71730 
(501) 863-5600 


| CALIFORNIA 


| Betson Pacific 
| 375 Oyster Point Boulevard 


eee South San Francisco, California 94080 
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MARYLAND 

Eastern Coin Machine 
2237 Edmundson Avenue 
Baltimore, Maryland 21293 
(301) 947-4200 


MASSACHUSETTS 

Rowe International 

888 Rear Providence Highway 
Dedham, Massachusetts 02026 
(617) 329-3300 


MICHIGAN 

Rowe International 
24540 Capitol 

Redford, Michigan 48239 
(313) 532-5600 


MINNESOTA 

Lieberman Music 

9549 Penn Avenue South 
Minneapolis, Minnesota 55431 
(612) 887-5300 


MISSOURI 

L & R Distributing 

1901 Delmar Boulevard 
St. Louis, Missouri 63103 
(314) 421-3622 


Rowe International 

3189 Mercier 

Kansas City, Missouri 64110 
(816) 531-5715 


NEBRASKA 

Central Distributing 
3814 Farnam Street 
Omaha, Nebraska 68131 
(402) 553-5300 


NEW JERSEY 

Betson Enterprises 

6 Empire Boulevard 
Moonachie, New Jersey 07074 
(201) 440-2200 


NEW YORK CITY 

Betson Enterprises 

6 Empire Boulevard 
Moonachie, New Jersey 07074 
(201) 440-2200 


NEW YORK 

Rowe International 

16 Corporate Circle 

East Syracuse, New York 13057 
(315) 437-8371 


CAROLINAS 
Brady Distributing 
4308 Wilmont Road 


Charlotte, North Carolina 28208 


(704) 525-8130 


OHIO 

Monroe Distributing 
2999 Payne Avenue 
Cleveland, Ohio 44114 
(216) 781-4600 


Monroe Distributing 


| 4820 Industry Drive 
_ Fairfield, Ohio 45014 
(1 3) 829-7400 


| Burnaby, British Columbia V5C 486 
Ae (604) 294-8971 outer Me 


OREGON 

Coin Machine Sales 

4859 North Lagoon Avenue 
Portland, Oregon 97214 
(503) 285-9161 


PENNSYLVANIA 

Atlas Music 

2931 Fifth Avenue 

Pittsourgh, Pennsylvania 15219 
(412) 471-1704 


Roth Novelty 

333 North Pennsylvania 

Wilkes Barre, Pennsylvania 18702 
(717) 824-9994 


Eastern Music 

500 North 12th Street 
Philadelphia, Pennsylvania 19123 
(215) 627-1000 


TENNESSEE 

Rowe International 

2689 Longate Drive 
Memphis, Tennessee 38132 
(901) 345-7811 


Rowe International 

467 Chestnut 

Nashville, Tennessee 37203 
(615) 244-6646 


TEXAS 

H. A. Franz 

606 Dennis Street 
Houston, Texas 77006 
(713) 523-7366 


Southwest Vending 
2455 Irving Boulevard 
Dallas, Texas 75207 
(214) 638-8411 


Southwest Vending 

4520 Tejasco Street 

San Antonio, Texas 78218 
(512) 824-9293 


UTAH 

Struve Distributing 

276 West First South 

Salt Lake City, Utah 84101 
(801) 328-1636 


WASHINGTON 

Music Vend 

1550 Fourth Avenue South 
Seattle, Washington 98124 
(206) 682-5700 


WISCONSIN 

S. L. London 

3130 W. Lisbon Avenue 
Milwaukee, Wisconsin 53208 
(414) 344-3220 


CANADA 

T. W. Gilchrist Vending, Ltd. 
700 Queen Street East 
Toronto, Ontario M4M 1G9 
(416) 469-4181 


Laniel Automatic Machines, Inc. 
151 Rockland Road 

Montreal, Quebec H3P 2w3 
(514) 731-8571 


J, E. Weatherhead Distributors, Ltd. 
4318 Dawson Street 
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Call Toll-Free’ 800 243-3238 and 
register today ! 
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Amusement Operators Expo 
March 9-441, 1984 

O'Hare Expo Center 
Chicago, Illinois 
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As a Play Meter subscriber you have already received 
your special priority copy of the AMUSEMENT OPERATORS 
EXPO ‘84 course description brochure. 


Now, It’s time to respond. Make sure you don’t get closed 
out of the sessions you need to attend. 


4. Get your copy of the AOE ‘84 brochure. 
2. Circle your session choices. 

3. Use your Visa/MasterCard. 

4. Call Toll-Free* 800 243-3238 and register. 


“Connecticut residents, and for more information or 
another copy of your free AOE ‘84 descriptive brochure, 
call 203 852-0500. 


AOE ‘84, the operator’s choice, is sponsored by Play Meter Magazine 
and managed by Conference Management Corporation. 


How to Give a Deposition 


By Harold 1. Gould and Laurence D. Merritt 


With this month’s article, we 
begin discussing some important 
procedures with which you should 
be familiar whenever you are 
involved in a lawsuit. 

In past years, many of us enjoyed 
watching the Perry Mason TV 
shows. They created great suspense 
as we tried to figure out “who done 
it.” The attorneys on the show really 
did not know all the true facts until 
the final moment when a key wit- 
ness broke down on the witness 
stand and confessed to having com- 
mitted the crime. 

In the real world, trials should 
contain very little of that suspense. 
There are few, if any, surprises if the 
attorneys have done their home- 
work. Each side has the legal right to 
know, before trial, what evidence 
the other side has. This surprises 
many clients. 

How does this all work? Through 
a process called “discovery.” 

“Discovery” isa legal term used to 
describe the process by which a liti- 
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gant must disclose to his opposition 
the facts he has about the case. This 
frequently occurs at a deposition. 
That is, a party is required, before 
the trial, to answer questions, under 
oath, before a court reporter who 
will make a transcript of all that was 
said. 


Deposition guidelines 

You should always request that 
your own attorney take the deposi- 
tion of the opposing party and the 
important witnesses to the case. 
That is essential if he is to be pro- 
perly prepared for trial. When your 
own deposition is taken, here are 
some guidelines to assist you in dis- 
closing only that which you are 
legally obligated to disclose: 

1. It is very important that you 
respond to questions at a deposition 
in a careful manner. Your answers, 
as recorded in the court reporter's 
transcript, under certain circum- 
stances, can be read into evidence at 
the trial. That reading could embar- 


rass you and cause you to lose the 
case if the deposition wasn't pro- 
perly handled. 

2. Listen to the attorney's ques- 
tions carefully. Make certain that 
you understand the question before 
you answer. If you dont understand 
the question, say so. Don't guess at 
what the question means. It 1s 
perfectly proper to ask the other 
attorney to rephrase his question so 
that you do understand it. It can be 
quite harmful if you answer a ques- 
tion improperly because you mis- 
understood it. 

3. Only answer the question that 
was asked. Do not volunteer any 
information. Your deposition is not 
your time to tell your story. If the 
opposing attorney fails to ask you 
something very important, dont 
help him out by volunteering the 
information. Remember, you should 
try to protect yourself at your depo- 
sition. It is up to the other attorney 
to ask the right questions and to 
protect his client. If he doesn't, it 1s 
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LONG-DISTAN 


es 


Manufactured By 
TONK-A-PHONE Inc. 
P.O. Box 388 
Spring Park, MN 55384 
(612) 471-0126 


Full-service phone now available. 
Now legal In Most States: 
CE PAY PHONES 


e FOR LOCAL & LONG- 
DISTANCE CALLS 


e FREE EMERGENCY 
“911” CAPABILITY 


e TIMED LOCAL CALLS 


e TIMED LONG- 
DISTANCE CALLS 


¢ TOUCH TONE 


e ADJUSTABLE TIME 
ON CALLS 


¢ WORKS ON STANDARD 
BUSINESS LINES 

© CAPABLE WITH MCI, 
SPRINT, ETC. 

¢ LED INDICATOR LIGHTS 
DISPLAYING REMAIN- 
ING TIME 


e FREE “800” CALL 
CAPABILITY 


e TIME PER COIN 
ACCUMULATION 


© STAINLESS STEEL 
CONSTRUCTION 


e FULL ONE YEAR 
WARRANTY 


DEALERS AND DISTRIBUTORS 
INQUIRIES INVITED 


AMERICAN MADE 


Attend 
the Fifth Annual 


AMUSEMENT 


OPERATORS EXPO ’84 


March 9-11, 1984 


O'Hare oe Center 
Chicago, Illinois 


Over 50 Seminar/Workshops 
Nationally Recognized Speakers 
Distributors Only Preview 


IT ALL ADDS UP 
TO THE INDUSTRY EVENT! 
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Sponsored by Play Meter Magazine 
Managed by Conference Management Corporation 


For your FREE brochure 
call Ellen today at 203 852-0500 


just too bad. 

However, we find that most 
clients have a difficult time follow- 
ing this rule. For example, if the 
question is ‘where were you born?,” 
simply state the city and state. Do 
not go beyond that and say, for 
example, the name of the hospital, 
the doctor and relatives who were 
present, and the date of birth. It is up 
to the other attorney to ask the 
follow-up questions. If you go 
beyond the question, there is real 
likelihood that you will provide 
harmful information that the other 
attorney might not have thought to 
have asked for. 

4. Pause a second or two after the 
question is asked before you answer. 
This gives you a chance to collect 
your thoughts. Also, it will provide 
your attorney with an opportunity 
to pose any objections to the ques- 
tion that might be proper. 

5. Always tell the truth. Some- 
times, in the belief that he is some- 
how being trapped by the opposing 
attorney, a client may be tempted to 
tell a “white lie.” For example, if the 
other attorney asks if you talked 
with anybody,including your own 
attorney, about the facts of the case 
or the deposition, some clients have 
a tendency to want to answer “no.” 
Perhaps they believe that it would 
create a bad impression to admit 
talking about the case. That is 
simply not so. 

This type of question is a trick 
question frequently asked by attor- 
neys. When you think about it, you 
will begin to realize that you 
probably have talked to a lot of 
people about your case. (However, it 
is best to talk to as few people as 
possible about your case.) Always 
tell the truth or you will begin to 
weave a very tangled web from 
which you might not be able to 
escape. 

By the way, the proper answer to 
this question is ‘yes,’ and nothing 
more. It is then up to the other attor- 
ney to ask you who you spoke with, 
where and when the conversations 
took place, who was present, and 
what was said. If he doesn’t ask you 
about the conversations, don’t 
volunteer. If he asks you about one 
conversation, and then drops the 
ball, don’t help him by reminding 
him that he forgot to ask you about 
the other conversations. 

6. Always tell the “literal” truth. 
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Sometimes a witness will make a 
statement with a truthful intent, but 
the statement will, nonetheless, 
literally be false. For example, if you 
are under oath and if you were 
sitting in my office and I asked you 
to tell me how wide it is, you might 
look at it, determine in your mind 
and honestly believe it is approxi- 
mately 15 feet wide. If you said it ts 
15 feet wide, you might not be 
telling the truth although you 
thought you were. For example, if | 
brought out a measuring device and 
determined that it was 15 feet, 4 
inches wide, you did not tell the 
truth. 

7. Be polite. You may not like the 
opposing attorney. He may even do 
his best to get you angry. However, 
remember that whatever you say can 
be read to the judge and jury at the 
time of trial. If you get angry, you 
might be tricked into giving 
damaging testimony about your 
case. The opposing attorney will 
read that into the record and make 
you look bad. It is a good idea to call 
the opposing attorney ‘sir’ or Mr.” 
although it might be disagreeable 
for you to do so. 


8. Communicate with your own 
attorney. If you become tired, con- 
fused, or if you have an important 
question, say that you would like to 
talk to your attorney. He can then 
ask for a recess and give you the 
opportunity to talk with him in 
private. Do not talk to your attorney 
in the presence of the other attorney 
before a recess is declared. Other- 
wise, the court reporter will take 
down your every word into the 
transcript of the deposition. That 
might cause you to lose some impor- 
tant rights. 

9. Your attorney must be present 
at the deposition. There are some 
important objections to be made and 
stipulations that can be used on your 
behalf at a deposition. If you repre- 
sent yourself, you will probably not 
be aware of all the methods you can 
use to protect yourself legally. 

The work done before a trial fre- 
quently determines who will be the 
victor. If you become involved in 
litigation, a common occurrence in 
today’s world, you should map a 
strategy with your attorney at the 
beginning. Determine what evidence 
you need and how the attorney 


should gather it. 

When your deposition is taken, 
you should be thoroughly and pro- 
perly prepared. You must come 
across well. Lawsuits have been lost 
frequently, simply because the client 
was not prepared. 

In future articles, we will discuss 
other aspects of litigation of which 
businessmen should be aware. In the 
meantime, remember that you can 
avoid some of the unpleasantness 
and expense associated with trials by 
including arbitration clauses in your 
location agreements. e 


The law firm of Gould & Merritt 
1s located at 1888 Century Park East, 
6th Floor, Los Angeles, California 
90067. Telephone: 213/552-9364. 
Mr. Gould has served as a Judge Pro 
Tem of both the Los Angeles and 
the Beverly Hills Munictpal Courts. 

Mr. Merritt has served as a Court 
Mediator for and on the Panel of 
Arbitrators of the Los Angeles 
Superior Court. 

If you have any legal problems or 
questions about your business, 
please contact Gould G Merritt. 
They will respond to you directly. 
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ELECTRONICS, INC. 
12 D World's Fair Drive 
Somerset, NJ 08873 


201/469-9690 Tlx: 642284 


KITS AND COMPLETE GAMES AVAILABLE NOW 


Copyright © 1983 


“There’s a certain charm to HOCCER, 
since if is so simple and unassuming. It's 
not dazzling, and it’s not gimicky, but it's 
fun to play. That’s an element missing 
from a lot of games." From VIDEO 
GAMES, Jan. 1984, No. 16, p. 56. 


Contact your local distributor or call us 800/624-0055. 
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The U.S. National Video Game 


Team rates games 


By Walter Day 


Te Twin Galaxies Interna- 
tional Scoreboard asked five 
of the top-ranked video game 
players in North America to 
examine select machines at the 
recent AMOA Show in New 
Orleans for a players’ report. 

Members of the U.S. National 
Video Game Team rating the games 
were Eric Ginner of Portola Valley, 
California; Steve Harris of Glad- 
stone, Missouri; and Ben Gold of 
Dallas, Texas. Tad Perry of Seattle 
and Chris Emery of Winnipeg are 
top-ranked players who are not yet 
on the team. 

Walter Day, team captain, pro- 
posed that the following games be 
reviewed for: (1) cabinet art, (2) 
screen graphics, and (3) game play 
appeal. 


The selected games were Cube 
Quest, Marvin’s Maze, Star Rider, 
Track & Field, M.A.C.H. 3, TX-1, Jr. 
Pac-Man, Blaster, and Major Havoc. 

Players’ findings were evaluated 


TX-1/ Atari 
Star Rider/Williams 
Track & Field/Konami/Centuri 


Jr. Pac-Man/ Bally 
M.A.C.H. 3/Mylstar 
Blaster/Williams 
Marvin's Maze/SNK 
Cube Quest/Simutrek 
Major Havoc/ Atari 


Category Category Category 
5 


on a scale of 1 to 10 (10 being the 
best rating). The following chart 
shows the overall averages for each 
category. The order of the games 
indicates their standings. 


Total 
] 2 
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One player/reviewer critiques a Williams game. 
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PLAYERS’ COMMENTS 
ON SELECTED GAMES 


TX-1 

Ben Gold: ‘Game play ts equal to 
but not better than Pole Position. 
This is taking the driving game a 
step further with the three screens.’ 

Tad Perry: “TX-1 makes Pole 
Position look primitive just like 
Pole Position made Turbo look 
primitive.” 


Star Rider 

Tad Perry: “To me Star Rider is 
an excellent game as far as it went, 
but I don’t want to stick my neck out 
by rating it highly when it may be 
ruined by whatever they do to finish 
it. 

Steve Harris: “Star Rider is great 
although you feel foolish sitting on 
the game’s seat. This embarrass- 
ment quickly dissipates once you 
begin to play.” 


Blaster 
(See Eric Ginner’s special report.) 


M.A.C.H. 3 

Steve Harris: “...1s nothing more 
than a shooting game...But the back- 
ground visuals are stunning enough 
to get me to play.” 

Ben Gold: “...it has very little 
game play, but it appeals to a wide 
variety of people...” 


Jr. Pac-Man 

Ben Gold: “...had this game been 
out 1/2 years ago, it would have been 
a hit...1 feel Pac-Man is dead...” 

Tad Perry: “The best game 
coming out of the show was Jr. Pac- 
Man. Finally Bally made another 
sequel to Pac-Man that makes up for 
Super Pac-Man (a game that I 
couldn't stand at all).” 

Chris Emery: “The best conver- 
sion ever.” 

Steve Harris: “It’s a wonder that 
Bally would offer such a terrific 
game in a conversion module.” 


Track & Field 

Ben Gold: “Very cute graphics... 
This is a very challenging game of 
timing and knowledge. Asa player, I 
would recommend it to every opera- 
tor because it is a sure hit wherever 
it is. 

Steve Harris: “The four-player 
option (competing with other 
players) was particularly fun. 
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Cube Quest 

Ben Gold: “Player feels boxed- 
in...Very impressive manipulation 
of laser technology...Some claim it 
makes them dizzy...’ 


Major Havoc 
Did not receive individual com- 
ments. 


Marvin's Maze 

Chris Emery: “Good graphics, 
creates a good 3-D effect, and game 
play is really good.” 
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Steve Harris: “...the game play 
was fine; however, there were still a 
few bugs in the program that need 
to be worked out. All in all, this is a 
very good first effort.” e 


NOTE: Manufacturers wanting 
to improve their products are 
welcome to contact the U.S. National 
Video Game Team. The players are 
more than happy to do a spectal 
report on any game. Call 515/682- 
9434 for information. 


Walter Day and U.S. National Video Game Team members and other top- 


ranked players take a break before reviewing more games. 


A report on Blaster 
By Eric Ginner 


(Video game team member) 


Blaster is another shoot-em-up 
from Williams. It is much like 
Defender, Stargate, and Robotron, 
but viewed from a first person per- 
spective. 

Most of the attention at the 
Williams display was focused on 
Star Rider. So Blaster was somewhat 
overlooked. It is not a great game, 
but it is a good game. As usual, the 
graphics and sound are excellent. 
The enemies are well detailed for 
the most part, but some of them 
look a little blocky at close range. But 
they all look mean and nasty. The 
explosions aren't as big as they could 
be, but the outer space effect works 
well. 

Game play is the only thing that 
keeps Blaster from being a great 


game. Most of the waves are very 
similar. You fly through space blast- 
ing everything in sight. The robot 
grid waves and the time tunnels are 
the only different kinds of waves. 
Blaster would be more fun if it had 
more waves like these. 


The continuation feature is a 
necessity since there is a goal to 
reach. Wave 30 is paradise, a worth- 
while goal if you want a high score. 
There are some good secret bonuses, 
and the giant “E” that comes out to 
replenish your energy is a nice fea- 
ture. Defender, Stargate, and 
Robotron attracted many players. 
Blaster will certainly attract those 
players, but it probably won't be 
much more popular than Robotron.® 
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CRITIC'S 
CORNER 


By 
Roger C. 
Sharpe 


Track & Field’ is a gem 


The AMOA was going to be a 


turning point for the industry. 


Everyone was ready for the emphasis 
to be on the new crowned wonder: 
laser disc games. Instead, this show- 
case proved to be a turning point in 
that any attraction has just as much 
of a chance in the marketplace as any 
other, no matter how complex or 
simplistic its technology. 

It was a remarkable display for 
that reason alone because all atten- 
dees seemed to share a common 
belief that nothing could be taken 
for granted. Almost every attraction 
got attention, and selectivity and 
comparison shopping ruled the day 
rather than the blind acceptance 
that a single, specific format was any 
better than any other. 

What provides more food for 
thought is the recent announcement 
that Bally intends to purchase 
Williams. This action has got to 
have an immeasurable impact on 
the industry and how it will be doing 
business in the future. Added to the 
Sega acquisition, one can only specu- 
late as to what the future holds for 
this already giant force, not to men- 
tion the other major companies 
grappling for their share of the 
spoils. 

As a possible analogy to this situa- 
tion, I remember the early ’70s when 
the advertising business was popu- 
lated by a number of strong agencies 
and a vast array of smaller shops. 
Then the big became bigger as they 
pooled their resources and talents 
with other smaller agencies to the 
point where, today, you find powers 
in this industry, comprised of multi- 
ple companies and very few little 
agencies remaining. It was almost as 
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if there were a solidification of the 
advertising community into a more 
cohesive structure that befitted the 
needs of a new decade. 

The coin-op industry is changing 
at a rapid pace as it moves ahead to 
meet the challenges of the ’80s. New 
technological applications, along 
with reprisals of older themes and 
formats, prove that there’s still a 
long way to goand that anything can 
happen. 

Even the current crop of equip- 
ment supports this view, accentuated 
by the refreshing diversity of avail- 
able products and the industry’s 
general willingness to give every- 
thing a fair shot in the marketplace. 

Fortunately, we're at a point 
where a laser game can be just as 
viable as a pin, conversion kit, dedi- 
cated video, novelty item, or almost 
anything if it appeals to a particular 
market segment, or is one of those 
exceptions that has universal accep- 
tance. This time around, it’s a pot- 
pourri of models which tend to 
exemplify this industry trend. 


Centuri/Konami’s 
Track & Field 

This duo has combined in the past 
for Time Pilot and Gyruss, but this 
time around, they've really done it 
with an original creation which is 
not only timely, given the upcoming 
Olympic Games in Los Angeles, but 
is also a multi-event machine. 

PLAY: The action begins with 
anywhere from one to four players 
putting their initials into the 
machine. From this point on, the 
corresponding video athlete is iden- 
tified in the scoring display or for 
any world records in this way. The 


controls are simple: two widely 
spaced red “run” buttons and a 
white button in-between for jump- 
ing or throwing. There are six dif- 
ferent track & field events in all, 
with players having pre-established, 
operator-adjustable, qualifying 
levels to exceed in order to progress 
to the next event. 

Things start off with two players 
taking their marks against each 
other (or a player against the com- 
puter athlete) for the 100-meter 
dash. There’s only one chance for 
the player to qualify here before he 
moves on to the long jump. In this 
second event, there are three 
chances before it’s time to try the 
javelin throw (which also features 
three attempts for qualification). 
Next is the 110-meter hurdles, 
followed by the hammer throw and 
the final event, the high jump. 

The interesting aspect to all of 
this, besides the appeal of head-to- 
head competition, is the challenge of 
getting to a level that results in the 
display of the player’s initials and 
accomplishment in a section of the 
screen reserved for the top three 
world records. 

ANALYSIS: Track & Field 
comes alive when you begin to 
appreciate and recognize the neces- 
Sary ingredients a player must use. 
This is anything but a passive expe- 
rience. The pounding of the action 
buttons is a common occurrence 
already, and there’s something com- 
pelling about the commotion 
whether you're an onlooker or parti- 
cipant. The involvement and physi- 
cality are very real and tend to sepa- 
rate Track & Field from the rest of 
the attractions—even laser disc 
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games. 

Take the 100-meter dash, which 
almost anybody can qualify for 
before the less than adept begin to 
lose with each succeeding event. 
There’s a need to build a rhythm and 
intensity in attacking the run 
buttons if a player is to maximize his 
effort. The result is a pure adrenalin 
pumper, which really gets the juices 
flowing. In fact, you can't help but 
get caught up in the frenzy and 
increase your pace to keep in the 
running. 

The second event, the long jump, 
not only calls for the player to build 
up speed on his approach and to 
perfect his timing for a lift-off 
before the foul line, but the player 
must also press the jump button for 
the precise amount of time to gain 
an adequate degree of elevation. 
Once done, there’s the javelin, 
where the track length is shorter 
and the amount of pressure on the 
throw button must be longer if a 
player is to get a lengthy throw. 

Next comes a real killer—the 
hurdles. Players must get the timing 
down to move their video athlete 
down the track as quickly as possible 
then, when a hurdle approaches, 
press the jump button to get over it 
and others. 

After all this energy and physical 
exertion, the hammer throw pro- 
vides a brief respite in that a single 
press of the run button will get the 
athlete twirling around, while the 
throw button must be hit at the 
correct time to send the hammer 
out, up, and on its way. 

Finally, the high jump begins the 
same way, but when the bar 1s 
approached, players must time their 
hitting of the jump button to initially 
determine height, with following 
hits changing the angle in the hope 
that the bar can be cleared. 

This multi-faceted game provides 
players with a sense of continuity 
and action that seems to always be 
challenging and appealing if one can 
forget about the physical pain which 
sometimes arises in sore fingers, 
raw palms, or sensitive sides of 
hands. 

GRAPHICS: Centuri/Konam1 
are to be commended for what they 
have accomplished visually on 
screen. Not only is there a dimen- 
sionality to the background scenery 
and spectators, but the athletes them- 
selves have been rendered with an 
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eye to detail and a sense of realism 
which only heightens the overall 
experience of playing Track & Freld. 
In addition, the other cosmetic 
touches, such as speech and appro- 
priate sound effects, have been ably 
incorporated from the actions of the 
sideline officials to the gestures of 
an athlete when he’s made or missed 
qualification. It’s as if no stone has 
been left unturned in order to give 
the depth of quality the game offers. 

PROS & CONS: At first I was 
disappointed by the game when I 
tried it at the AMOA. On the surface 
I thought it was great, but I couldn't 
get past the second event qualifi- 
cation and wondered if my frustra- 
tion might be an indication of a 
game with potential which was set 
too difficult for me. 

But then something happened on 
the second day. I found myself com- 
peting against a couple of friends 
and things quickly changed. I 
observed what they did and their 
approach and then got caught up in 
the sheer energy of the competition. 
I pounded the buttons harder, 
pressed the jump/throw button 
with more sensitivity,and suddenly 
found myself advancing farther into 
the events. Although I might have 
still been losing, I was improving 
from one game to the next, 
becoming more comfortable and 
aware of where I was at fault. 

The only real problem may be the 
endurance of the control panel to 
withstand all the abuse of pounding 
hands; so have some replacements 
at hand. Otherwise, Track & Field ts 
a gem. 

RATING: It had to have taken 
the AMOA attendees by surprise, 
and for this, I give Centuri/Konam1 
a great deal of credit. The package ts 
impressive, even to the point where 
this tandem is introducing a built-in 
promotion with every game in the 
form of trophies and posters. 

Track & Field should do well as 
people begin to focus more on the 
Olympic Games being held in Los 
Angeles this summer. The enter- 
tainment value it offers is timeless. 
We'll go with a solid ####+ and the 
admittance that maybe I'll try wear- 
ing gloves next time and see if it 
makes a difference. 


Williams’ Rat Race 
Whatever happens with Williams, 
whether it finds itself combined 


¢ BALL BEARING & ROLLER 
ACTION 

¢ PLASTIC KNOB PERMANENTLY 
ATTACHED TO THE SHAFT 

e CAN BE CHANGED FROM 
4-WAY TO 8-WAY IN SECONDS 

¢ FACTORY ADJUSTED 
EXTREMELY ACCURATE 

¢ HEAVY DUTY LEAF SWITCHES 

WITH GOLD FLASHED 


CONTACT POINTS 

¢ HARDENED STEEL, IT WILL 
OUTLAST ANY JOYSTICK ON 
THE MARKET 


We know that once you have tried 
our joystick, you will go nuts over it. 
So we would like to make you an 
offer that you can't refuse. 

Simply, buy one, at our regular price 
and get the second one absolutely free. 


Monroe Electronics Co. 
355 DENTON AVE,, NEW HYDE PARK, N.Y. 11040 


PLEASE RUSH ME 516-248-8911 
MONROE, PELUXE JOYSTICK AT $29.95 
SECOND ONE FREE 2-4-8 WAY’ 


MONROE REGULAR JOYSTICK AT $15.95 
SECOND ONE FREE 2-4-8 WAY 


SEND TO: 
NAME OR 
COMPANY 


ADDRESS 


TEL: 
SEND C.0.D. J CHECK ENCLOSED LU 
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with Bally or if another situation 
prevails, the company deserves a 
great deal of credit for trying to 
introduce some imaginative crea- 
tions—not the least of which ts this 
adaptation and application of the 
classic labyrinth games in a coin-op 
format. 

PLAYFIELD: It’s not a pinball 
or a video machine and, unlike a 
game such as Ice Cold Beer, youcan't 
really say that this is an update of 
some older design. Instead we havea 
one- or two-player contest with a 
single joystick control. By manipu- 
lating the joystick, players can phys- 
ically move or tilt a long, flat play- 
field in order to influence the move- 
ment and velocity of a ball into 
appropriate areas at appropriate 
times and in the right sequence. 


Based on time, players have three 


chances (or balls) to get points, as 
well as possibly increase the length 
of play. 

The action begins with a sur- 
rounding, outside lane featuring lit 
arrows and circle lights at each of 
the four corners. Within a 15 second 
time frame, players must get the ball 
moving around this section as quickly 
and as often as possible in order to 
build up bonus points along with 
bonus time. Then it’s on to the first 
geometric challenge on the board, 
where there are five key areas. At 
one corner a circular configuration 
rests with five roll-over switches. 
The player has to deftly get the ball 
to enter this section and then move 
the field, via the joystick, so that the 
ball can gain momentum and make 
it around and around, hitting each of 
the flashing lit numbers, before 
repeating the process in reverse. 
The only enemy is time, which 1s 
constantly winding down. 

Once accomplished, three lanes 
just to the side of this area will 
become lit for extra values before it’s 


Mah 


The Henry W.T. Mali & Co., Inc. 
257 Park Ave. South 
New York, N.Y. 10010 
Order Dept.: 800-223-6468 
N.Y. 212-475-4960 
TWX 710-581-5522 


Call Toll Free: (800) 223-6468 
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time to move across the board into 
the streets of “Rowdytown.” There 
are precise corners and a placement 
of angles and openings for learning 
the best possible approach. There 
are nine lettered lights (A through 
I) which must be gotten out before 
it's time to try another cute interlude 
of guiding the ball between one set 
of three double posts (‘field goals’’) 
found on the sides of the main area. 
Make them and the player can gain 
even more bonus points. 


Following this is another major 
area which amplifies the previous 
need of the interlude. Only here there 
is a football field with widely spaced 
(enough room for the ball to go 
between) posts on the edges and the 
objective to cross over and between 
each of the posts in order to get out 
numbered lights (1-8) before time 
elapses. Across from this is the next 
challenge with some curved arches 
(short to long) and four more lit 
letters (A to D) which must be 
crossed over. 


Finally, the last challenge ts in the 
middle of the board where a circular 
configuration rests along with eight 
more lights (numbered 1 through 8) 
which must be gotten out before it’s 
time to begin all over again at the 
start and a new wave with different 
sequences and time frames. 


ANALYSIS: As a novelty attrac- 
tion, Rat Race really has no peer, 
unless you want to compare it with 
some of the home models of more 
simplistic labyrinths which have 
become a toy store staple. However, 
this isn’t a machine which can 
instantly be understood to the pass- 
ing game player. Trying to manipu- 
late the joystick with the necessary 
delicate touch at times is an acquired 
skill by itself, not to mention the fact 
that one must plan ahead and plot 
strategies.On the strength and uni- 


queness of its design alone, this 
effort has got to attract attention, 
although the play appeal might well 
make it a machine for specific 
audiences and locations. 

The utilization of the flashing 
lights tends to provide enough 
guidance for the novice as an indi- 
cation of where to go next, but it’s 
the getting there that can either be 
an enjoyable challenge or a frustrat- 
ing experience. On the surface, there 
seems to be no middle ground in 
attempting to evaluate the potential 
appeal of the game. 

GRAPHICS: The visual presen- 
tation of Rat Race is excellent. The 
cabinet design, which many might 
remember from Williams’ Joust 
pinball machine of last year, is still 
strikingly different. In fact, passers- 
by can’t help but notice that this 
machine is different. The use of 
lighting on the board ts pleasing and 
eye-catching, while the difference in 
layout design has been ably enhanced 
with some very fine graphics that tie 
together with cute characters and 
background scenery that takes 
advantage of the playfield com- 
ponets. 

PROS & CONS: What can defi- 
nitely be said about Rat Race is that 
it isn’t for everyone. How to ade- 
quately define who the target audi- 
ence might be, however, is a pro- 
blem only because the play action 
and cabinet configuration tend to 
pre-set potential boundaries. You 
can be sure that Rat Race will need 
time to build up appeal wherever it 
is placed. The action ts touch-sensi- 
tive and very skill oriented. 

RATING: I can appreciate the 
nuances and subtleties of Rat Race, 
but I’m not convinced it will attract 
repeat play. This its something 
worth considering in the design and 
purpose for such a piece, and I’m 
willing to straddle the middle with a 
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Write or call for color card. 
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##1 and the comment to Williams 
that Icommend it for its willingness 
to try something different and 
innovative. 


Game Plan’s 
Sharpshooter II 

I'd be lying if I didn’t admit to 
having some personal pride and 
satisfaction in seeing the return of 
this pinball machine. Although the 
intervening years have been any- 
thing but easy for this company, tt 
doesn’t seem that long ago when we 
started talking about game design in 
1978. The result in 1979 was a 
machine which broke new ground, 
at the time, for flipper games with 
its introduction of a million light 
display and a different graphic 
theme compared to other pin games 
then. The theme was innovatively 
tied in with such sound effects as 
gun shots, galloping hooves, and 
dynamite explosions. But it was the 
play of the game which carried it 
into prominence, and now it returns 
for a new audience. 

At atime when pinball design has 
been notable for its return to basics 
as well as the resurrection of older 
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of america inc. 


autorovo kiddie rides 


games in new cabinets, Sharps hooter 
might well represent the classic 
example of this art. In creating the 
original layout, I was struck by the 
remembrances of all the different 
machines I had played and thought 
about which model, if any, stuck out 
from all the rest and why. 

In 1974 Gottlieb came out with a 
pin called Free Fall/Sky Jump, and 
the aspect I found most appealing 
about this single-player game was 
the placement of a long bank of 
seven drop targets. They were 
slightly angled and at such proximity 
to the flippers that I never tired of 
playing the machine. In fact, the 
layout of this model became the 
basis for Sharpshooter with some 
minor modifications in the top lanes 
and thumper bumper area. 

Then I directed my attention to 
what I perceived was a need to pro- 
vide an access for getting back to the 
top, which Free Fall/Sky Jump 
really didn’t have, and tried to tie it 
in with the concept of choice in an 
area on the board. The result was the 
placement of a spinner lane along 
with a loop lane and a kick-out hole. 
With the appropriate rewards, 


FORGET EVERYTHING YOU EVER HEARD ABOUT KIDDIE RIDES UNTIL NOW 
AUTOROVO IS NOW AVAILABLE FOR 
U.S.CUSTOMERS 


successful in Europe for 15 years 


400B Lansdown Road, P.O. Box 907, Fredericksburg, Virginia, 
Zip Code: 22404-0907 Telephone: (703) 373-2853 Benny Vos, President 
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hydraulic rides, animals, trains, 
cars etc. all equipped with solid 
state board with proven reliability 
during this years 

rides are now available from 

our plant in Virginia 

CONTACT US NOW 

for free documentation and find 
out why operators with experience 
appreciate our products 


values and lights being complemen- 
tary to one another, this fixture 
(with some refinements courtesy of 
Joe Joos, now a designer at Stern) 
was the final result. 

As for the bottom, I wanted some- 
thing different for players, other 
than the conventional lanes and 
flippers, or kicking rubbers. The 
element of uncertainty in ball move- 
ment at this part of the board 
seemed to be a viable solution which 
could, if designed properly, also 
enhance the play. And so my mind 
raced back to previous design 
aspects and what stuck out, in terms 
of offering a balance to the rest of 
the board, was an under utilized area 
on a rather ordinary and uninspired 
game from Williams introduced in 
173; 

It was called Satin Doll and what 
it had was a lower left portion just 
above the flippers which featured 
two thumper bumpers—one on top 
of the other. The problem in the 
execution of this layout, in 1975, was 
that the rest of the targets on the 
game weren't within the power 
range of the bumpers so that they 
weren't an essential part of the 
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SPECIAL NOTICE 
purchase your used equipment from 


NEW ORLEANS NOVELTY CO. 


In business for 50 years! 
International reputation for selling the 
finest used videos, flippers, & amusement 
games available anywhere. 

EACH & EVERY GAME BEAUTIFULLY 
REFINISHED LIKE NEW BY EXPERTS 
All games authentic legal factory models 
GET ON OUR MAILING LIST FOR OUR 
LATEST PRICE BULLETINS OR CALL 
Rose, Eddie, or Jean for latest prices 
3030 No. Arnoult Road 
Metairie, LA 70002 * 504/888-3500 


WHAC 
A 
MOLE 


Everyone loves Whac-A-Mole! 
Customers love to play, and 
you ll love the way it pays. 

Call us and let us 

tell you more. 


Bob’s Space 

Racers, Inc. 

427 15th Street 4 
Daytona Beach, (Sums 
Florida 32017 


Telephone: 
904-677-0761 


Manufactured in the U.S.A. 
Makers of amusement games since 1970 


new equipment 
In the AOE 
Show issue, 
April 1. 


SESNSROTGH eH HOD CB eR Ew Ow — o% 
70 


Preview the 
: 


game play. However, I thought that 
there was potential in what they 
could add, if incorporated correctly, 
and flip-flopped the arrangement to 
fit the top and middle of Sharp- 
shooter, so that they could act as 
extra flippers in sending the ball 
over to the target bank and help a 
player finish the drops. In addition, 
they added a degree of fast paced 
activity down by the flippers so that 
the player couldn’t just wait for the 
tempo of the action to slow down. 
He had to remain alert and ready for 
a sudden rebound. 

The impact of Sharpshooter is 
now history, but the remembrance of 
it seems to have been enough to get 
Game Plan to update the package 
with some minor layout revisions 
and different graphics as well as 
embellished sound effects. To me, 


_unbiasedly it seems to have aged well 


over time, although I'll be the first to 
admit that it’s not a 50-cent per play 
game and never will be, which is a 
pricing strategy I have seen in some 
New York City locations. On five- 
ball play—maybe—but not three- 
ball, add-a-ball. 

Anyway, my only involvement 
with this remake was a phone call 
from Game Plan’s Wendell Mac- 
Adams telling me that the company 
was thinking about redoing Sharp- 
shooter and what did I think. I saw it 
for the first time at AOE and still 
don't feel it’s right for me to review 
it, but I did think that some of you 
would find it interesting to read 
about the making of Sharpshooter. 


Mini-reviews 

One of the major trends to have 
developed in the industry is the 
growing acceptance of conversions 
or enhancement kits. For a variety of 
reasons, the kit concept has really 
taken off in the last year and a half, 
to the point where many are much 
better than the games they are 
replacing. Mini-reviews of three 
efforts from major manufacturers 
follow. 


Bally/Midway’s 
Jr. Pac-Man 

Weve already seen a Pac-Man 
Plus speed up kit, as well as a variety 
of spin-offs created to keep this 
coin-op phenomenon alive. This 
time around Pac-fans are intro- 
duced to a new member in the game 
playing family ably supported by 


new mazes and interludes between 
screens where Jr. encounters a new 
ghost character called Yum-Yum. 
As for the play action, there are 
some new wrinkles to be found in Jr. 
Pac-Man, although the old familiar 
maze and dot scenario is still very 
much intact. First off there are seven 
new maze configurations for pat- 
tern players to learn to master and 
horizontal scrolling which helps 
widen the playing surface—some- 
what similar to Exidy’s Pepper II. 
Although rather than four self- 
contained mazes, you just have an 
extension of the maze on screen. In 
addition, the rack indicators are 
back—remembrances of floating 
fruit in Ms. Pac-Man—only this 
time, if they're allowed to come in 
contact with a power pellet before 
Jr. does, they will eliminate it. 
There 1s still a dedicated following 
of Pac-fanatics who should find this 
new challenge interesting. If some 
of the original machines, which 
have remained in operation, are 
beginning to show their age, this kit 
might be a worthwhile investment 
as a way to renew some interest. It 
looks solid enough on the surface. 
We'll go with a ##%4 for the effort. 


Nintendo’s 
Donkey Kong 3 

Here's a company that has built 
its reputation and following on the 
strength of a nice troupe of char- 
acters who have gained fame and 
fortune. In fact, except for a few 
isolated instances, there has seemed 
to be a continually expanding story- 
line which gets bridged from game 
to game. This time around Donkey 
Kong is back, without Jr. or even 
Mario to worry about. Instead, 
there’s Stanley who is trying to 
protect his garden from the 
ominous ape in a three-screen 
scenario that incorporates a few 
different play elements compared to 
the jumping and climbing of past 
efforts. 

Using a joystick and fire button, 
players must attempt to chase 
Donkey Kong away, while fending 
off a cast of adversaries who are out 
to lay waste to the flowers in Stan- 
ley’s garden. Basically a slide-and- 
shoot affair, Donkey Kong 3 has just 
as much of a shot as Jr. Pac-Man in 
appealing to a specific audience. The 
dominant character must carry the 
burden. 
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I’ve heard some good player reac- 
tions to the game, and there does 
seem to be enough recognizability 
on location to at least get the first 
quarter. The nuances of the action 
appear to be adequate to sustain 
interest for repeat play. As a kit, it’s 
a viable option which should be able 
to trade off on its name, at least 
initially, although I question the 
degree and dimensionality of play 
that’s offered and wonder how long 
it can remain fresh. Nonetheless, 
we ll try a ##%. 


Ataris 
Pole Position II 

When you've had an unqualified 
success with a thoroughly captivat- 


Richmond, VA 


March 3 


2911 WN. Bivd. 
Richmond, VA 
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Chicago, IL 


March 8 - 10 
Richmond Arena AOE 
Booth #640 


ing racing game for 1983, what do 
you follow it up with for 1984? Well, 
if you're Atari, you return to the 
scene of your victory and improve 
upon the original product with some 
variations on the theme. This time 
around Pole Position has been 
geared up to not only feature the 
opening qualifying lap and, the now 
all too familiar twists and turns of 
the Fuji Speedway, but also a test 
track along with the new challenges 
of the Suzuka and Seaside raceways. 

In addition there have been some 
noticeable cosmetic changes to the 
already brilliant graphics of the 
original. In Pole Position II, there 
are more scenic embellishments 
with the appearance of an amuse- 


AUCTIONS: 


PRESENTED BY 


Nationa AAmusement Game Auction 
CTHE INOUSTRY AUCTION LEADER” 


100’S 


OF THE LATEST GAMES 


* ATARI * WILLIAMS * TAITO * SEGA * 
* MIDWAY * STERN * BALLY * NINTENDO * 


UPCOMING AUCTIONS 


Pittsburgh, PA 


March 17 
Conley's Motor Inn 
3550 Wm. Penn Hwy. 
Monroeville, PA 


We specialize in the sale of new or used games by auction due to 
distributor overstock, operator liquidation and bank repossessions. 


NAGA 1919 14th 8St., Suite A005, Boulder, CO 80302 NAGA 


303/440-9999 


Denver, CO 


April 7 
Nat'l Western Complex 
1-70 Coliseum Exit 
Denver, CO 


ment park and city skyline. There 
are also more subtle and detailed 
touches such as the visual of the 
player's car when it crashes and 
wheels go flying. Even the sound 
effects have been enhanced. 

At a time when a few racing 
theme games have already hit the 


streets, such as Motorace USA and 


Spy Hunter, and the likes of a Laser 
Grand Prix or TX-1 with its three- 
screen visuals loom in the distance, 
Pole Position II still seems to have 
enough gas to be a factor in the race 
for the riches. Just give Atari and 
Namco a lot of credit for broadening 
the basic concept and improving 
upon the original. A ###% 1s 
offered. e 


Portland, OR 


April 14 
Multnomah Expo Ctr. 
2060 North Marine Dr. 

Portland, OR 
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FRANK'S { 


Frank “The Crank” 


CRANKS :: 
Seninsky 


‘The Crank’s’ Outlook for 1984 


I took a vacation (Christmas 
week) in rainy, frigid, Florida. There 
wasnt much to do except watch the 
rain, visit some indoor malls, and take 
a good hard look at where the amuse- 
ment industry is heading in 1984. 

By the time you read this, the ASI 
Show in Chicago will be either in 
progress or about to start. It seems 
like I just went to a show (AMOA), 
where there wasn’t much shown to 
rejuvenate the industry. What can 
there be at a show in just a few 
weeks that we don’t know about 
already? Don’t expect to see much. 

Our industry is ina slump and will 
emerge from it slowly as more 
interesting games are introduced. In 
an indoor mall in Florida, I watched 
nine video games sit idle for about 
an hour with not one single quarter 
collected among the whole group. 
People walked right by, and this was 
in a busy mall during what should 
have been the busiest week of the 
year! I should also add that some of 
the games in that lineup were not 
impressive, including Donkey Kong, 
Zaxxon, Jack the Giant Killer, and 
Pac-Man. 

I also spent three hours in a busy 
restaurant-bar-disco lounge that had 
two Ms. Pac-Man cocktail tables, 
and again during the entire time, not 
one person even glanced at the 
games. I can’t imagine collections 
being that bad. But if they’ re like this 
now in Florida, can the rest of the 
country be far behind? Or are you 
already there? ..The point is that 
people are becoming “immune” to 
these games. 

Kits have helped many operators 
by giving them the opportunity to 


place what the customers think are 
“new games on location, (indeed 
they are) and keep these new games 
coming every few weeks. There are 
many good kits on the market. 


The tax enemy 

You would think there is not 
much an operator can do now except 
wait for good games to be introduced. 
But let’s not sit idle and just wait. 
There is another enemy to contend 
with and that is the local and state 
lawmakers regarding game licensing 
and amusement taxes. Now that 
business is slow and collections will 
probably remain at these levels for 
some time, high license fees and 
gross receipts taxes could wipe out 
those operators that are making 
ends meet. 


I've been in this business only 15 
years; there are many operators who 
have been around for twice or even 
three times that time. Those 
companies that are strong now in 
these times should be highly 
respected. The different local 
Operators must get to know each 
other, especially now that they are 
not fighting each other for locations. 
Not many operators are in desperate 
need of expansion; most are looking 
to manage what they already have. 
This is a perfect time to strengthen 
the state associations and have 
operators work together. Now is the 
time to bury the old hatchets, join 
together, and protect what is left 

That is my outlook for 1984. 
Business is going back to what it was 
before the video boom. I pick 1979 
as the year that we are in right now 
(as far as receipts and per machine 
averages are concerned). The license 
fees and taxes, however, are not the 
same. If we could get these fees 
reduced and all gross receipts taxes 
eliminated, the survivors would 
have a better chance to survive. 


Service Tips 

Alpha-Omega’s Joe Rossi and Ed 
Ranalli developed the following 
service ideas: 

1. Track & Field Switches Break- 
ing from Vibration—During Christ- 
mas week, Rossi had to service five 
Track & Field games that were in 
different mall locations. He got so 
fed up with having the button 
switches (10 on upright, 16 on table 
model) and wires breaking that he 
rewired and changed the switches 
on all five of the games. 
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Since then they have been 
working beautifully. Rossi recom- 
mends using the Atari flipper 
switch blades (like it used on 
Superman if you can get them) 
because these are the most durable 
he has ever seen. Or use any other 
type of flipper switches and space 
them so that the blade and button 
travel are minimum. Then use a 
single thick ground wire cutting the 
insulation away for each switch, roll 
the blade terminal up around the 
bare wire section, and solder each to 
the switch. Use flexible speaker wire 
for the separate wires going to each 
switch. Also, on the table model, 
check that the capacitors on the 
monitors are siliconed in_ place. 
They will come loose due to the 
excessive vibration. 

2. Test Monitors for Laser Disc 
Games—With Wico’s NTSC de- 
coder board, you can take any R.G.B. 
color monitor you have and use it 
to view the outputs of laser disc 
players. The output of all the laser 
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My Solution 
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players is composite vidoe. The 
decoder board converts the com- 
posite Output to an output that ts 
synchronized for the input to a 
regular R.G.B. monitor. 

As shown in the figure, the 
decoder board can also be used to 
convert the outputs of home 
computers which are also composite 
video (for example, Apple and 
Commodore 64) so you can use a 
regular R.G.B. monitor. The decoder 
board can also be used in the same 
way with any VCR (VHS or Beta) 
video recorder. At least you save the 
cost of a color TV set. 

3. Fuse Holders—There have 
been many instances where a game 
will blow a fuse (usually power 
supply) for no apparent reason. The 
fuse won't show any burn marks or 
discoloration. The first component 
to check is the fuse holder itself. If 
you can easily bend the metal tabs on 
the holder, it’s time to change the 
holder. Many manufacturers have 
been using cheap fuse holders. (I 


“Frank’s Cranks” Service Tips 


Company 


Return to Frank “The Crank” Seninsky, Alpha-Omega Amusement Inc., 
3 Coral Street, Edison, New Jersey 08837. 


Frank Seninsky and Play Meter are sponsoring a contest to find the best service tips for our readers. 


Each review will feature the two top service tips received. From the 40 chosen during the year, the 
authors of the best three responses (most helpful and most ingenious) will receive a free one-year 
subscription to Play Meter magazine. 


{Had nada 4 nat 4 nat 


will not give names here.) Remem- 
ber the kind that were used on the 
old pinball games? They were the 
best holders. 

4. Star Trek video—W ARNING: 
Although the manual says to do itt, 
don't put the game into self test by 
pushing the red button on the PC 
board labeled test. When the game ts 
in this test mode, there is a great 
chance of damaging the monitor. 
There is a wider than usual 
deflection of the monitor electron 
beam. This can cause the deflection 
transistors to be over-driven which 
leads to smoke. 

All of us at Alpha-Omega 
Amusements would like to thank 
both Jim Nelson and Jim McNeil 
who man the phones at Cinema- 
tronics technical customer service. 
They will take the time to explain 
any problems you may have on 
Dragon’s Lair and can be reached at 
800/854-2666. They really do a 
great job. 

As always...keep cranking! e 
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Jr. Pac-Man, the newest member 
of Bally Midway’s Pac-family of 
video games, is now available as a 
conversion kit for six models of Pac- 
Man, Ms. Pac-Man, and Super Pac- 
Man. 

Each conversion kit contains the 
necessary parts and instructions to 
make the transition easy and give 
the conversion a first-class appear- 
ance, company officials said. The 
kits consist of the following parts 
(when applicable): header displays, 
viewing glass, control panel shelf 
overlay with plugs, serial number 
tag, cabinet side decals, front cabinet 
decal, card rack assembly, new logic 
board, filter board, ground plate, and 
cabling. 

The Jr. Pac-Man conversion kit is 
available for the following games 
and cabinet configurations: 

Pac-Man and Ms. Pac-Man Upright 

Kit #GA29-00002-0000 
Pac-Man and Ms. Pac-Man cocktail table 
Kit #GA29-00002-0001 
Pac-Man mini 
Kit #GA29-00002-0002 
Ms. Pac-Man mini 
Kit #GA29-00002-0003 


Super Pac-Man upright 
Kit #GA29-00002-0004 


Super Pac-Man cocktail table 
Kit #GA29-00002-0005 
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You are the fearless space ace 
Ferald Runcer in Interstellar from 
Funai/ESP. You are equipped with 
your Anti-Air Zapper (rapid fire 
button on the joystick), Fazer Gun 
(red button on control panel), and 
Burn Bombs (yellow button on 
control panel). 

You are asked to save yourself and 
your universe from the malicious 
space agents, the air buttle flying 
saucers, the UFO fleet of awful 
aliens, floating bases of the Zogs, 
ground tanks of the Interstellar 
pirate, Delta UFOs, and the 
Mothership. 

From time to time, your friend, 
Main Computer Rabbit, who spins 
and jumps in the upper right corner 
of the screen, comes down to assist 
your attack. Rabbit activates the 
cross target which must be lined up 
with the enemy tanks and floating 
bases for annihilation with your 
Burn Bombs. 

By rotating the joystick right or 
left, you can change and direct 
Ferald Runcer’s position on the 
screen and change his shooting 
angles. Release the joystick and it 
returns to the normal position. 

You are supplied with two sets of 
buttons on each side of the control 
board. The Fazer Gun repeats the 
action of the Rapid Fire Button on 
the joystick, but with one blast at a 
time. The Burn Bombs are used to 
target in on and destroy the Floating 
Bases and Ground Tanks. 
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Your turn, 
coach 


“Video game players across the 
country will soon be living out this 
armchair quarterback’s dream,’ said 
Robert E. Mullane, chairman and 
chief executive officer of Bally 
Manufacturing Corporation intro- 
ducing Bally's NFL Football. 

Unlike most video games that 
require skilled hand-eye coordina- 
tion, this is a strategy game that 
rewards football knowledge. 

In a game between two players, 
the 30-second clock is speeded up to 
five seconds as one strategist selects 
an offensive play while the other 
picks his defensive alignment. 
Single players compete against the 
game. The computer calculates the 
probability and degree of the play's 
success against the selected defense, 
adjusting for field position and 
other variables. 

The resulting play, one of 400 on 
the RCA CED VideoDisc, pops onto 
the screen, complete with the TV 
announcer’s voice and full crowd 
noise. Computer-generated graph- 
ics then move the football down the 
field as the players make their next 
quick decision. 

The screen action is actual NFL 
Films footage, plays edited from 
more than 15,000 feet of NFL film 
from the last three years of Charger- 
Raider games. 

Slated for next year are region- 
alized editions of the Bally game 
featuring the Dallas Cowboys 
against the Washington Redskins 
and the New York Jets vs. the 
Miami Dolphins. 

The game was developed by 
Advanced Video Inc., a new com- 
pany headed by Rick Fisher. 

After a touchdown, the offensive 
team gets the ball on its opponent's 
40-yard line without a kickoff. 

NFL Football marks the first use 
of RCA’s new Random Access 
VideoDisc player in the arcade game 
market. RCA has begun initial ship- 
ment of the player and will supply 
several thousand units to Bally. 

This game will also be the first 
equipped with a currency acceptor. 
It will take not only $1 but also $5 
bills. The game will cost fifty cents 


per player. 
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First down 


Stern Electronics presents Goal 
To Go, an interactive laser disc foot- 
ball game. 

The game begins with the kickoff. 
You get control as soon as the 
receiver catches the ball. Try for as 
many yards as possible by simulating 
the moves of the ball carrier as he 
goes upfield and away from the 
Green Team. When the kickoff and 
return are completed, the player ts 
shown a series of plays, one of which 
he must pick before the clock runs 
down or he loses a down for delay of 
game. 

After selecting a play, the player 
is shown an “X” and “O” diagram of 
the play. The object of the game ts to 
gain a minimum of 10 yards in four 
downs and or score a touchdown. 
The play ends when the player fails 
to make a first down. 

Goal To Go is analloffense game, 
so you should go for it—even on 
fourth down. 

The computer monitors play 
selections. If you select the same 
type of play too many times in suc- 
cession or just too often, you wont 
get very far. So you must be a good 
coach/quarterback and call a good 
game and make the proper moves. 

Watch for holes in the defensive 
line. Don’t settle for just a few yards; 
on any play the runner could break 
away for a touchdown. 

Stern Electronics will also make 
kits available for conversion of Cliff 
Hanger to Goal To Go. A separate 
kit to convert Dragon’s Lair to Goal 
To Go will also be presented to the 
marketplace, company officials said. 
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The Video Outpost 
ADVANTAGE: 


Put any two video games 
ANY VWHERE! 


How many profitable locations have you passed up because of security 
risks? How many outdoor locations could be producing profits for you 
right now? The all-steel. weather-repellant. vandal-resistant desien of The 


Video Outpost makes nearly all locations possible 
Count your potential new locations tonight and call us tomorrow! 


For more information on the many features of The 
Video Outpost, or the name of the distributor nearest 
you, call: 


ALL-WEATHER AMUSEMENTS 
5 Patricia Lane ® Spring Valley, NY 10977 
914/354-3095 


PUZZLED ABOUT 
RESTAURANTS AND ENTERTAINMENT 
WHILE YOU'RE IN CHICAGO 
FOR THE AOE? 

GET SOME TIPS IN THE APRIL 4 ISSUE. 


Cardsharps 


The newest addition to the Merit 
line is Tablestakes 6 handed poker, 
available in either 5 card draw or 7 
card Hi-Lo stud. The game was 
created to give players the feel of 
participating in a saloon-style poker 
game, playing against a variety of 
cardsharp personalities. 

Operators set the game at two, 
three, or four hands per coin. The 
player and each of the five saloon 
characters start out with 250 chips. 
The cards are dealt but the player 
sees Only his hand. Jacks or better 
open the betting, and each seat has a 
chance to call, fold, or raise up to pot 
limit. 

Unlimited raises and bluffing 
strategy build high scoring pots. 
You can draw up to five cards and 
see how many cards your opponents 
draw. One more betting round sets 
up the showdown. The deal rotates 
around the table with each new 
hand. 

One character, Black Bart, pops 
up to lend you more chips if you run 
out. When the last hand is over, 
qualifying high scorers key in their 
names. Bart shoots the losers dead, 
and their initials are displayed on 
Boot Hill tombstones. | 

Tablestakes is available in either 
solid wood, swivel base cabinet (13” 
color monitor or 9” color mini), or 
the new Dodge City full-size 
upright. 
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FEBRUARY 17TH WEL TAKE ONE 
STEP FOR THE GAME INDUSTRY. AND ONE GIANT 
LEAP AHEAD OF THE COMPETITION. 


Nintendo has an out-oHthis-world new product that will leave all the : 
others in the dust. Come see us unveil it at the AS |. show, Chicago Expocenter, Nintendo 


Holiday Inn-Mart Plaza, February 17th- 19th. Well be in booth 538. 
SEE US AT A.S./. 


Nintendo of America, P.O. Box 957, Redmond, WA 98052, (206) 882-2040 


4 TF TWO PLAY 
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Take alm 


Shipments have begun on Great 
Guns, Stern Electronics’ twin 
woodstock video game. Great Guns 
is a One- or two-player gun game 
with many new features. 

A variety of target scenes are pro- 
gressively offered to the player. 
Nine scenes are possible depending 
on the player’s shooting skill. A 
fixed number of bullets are made 
available at the start of each game. 
(Number of bullets is adjustable.) 

When two players play, a bonus of 
additional bullets is awarded each 
player through skillful shot scoring. 
Target “hit zones” are adjustable in 
size from easy to medium to diffi- 
cult. Audio sounds match target 
scenes. 

Great Guns canbe supplied witha 
“Skill Return” feature which will 
return players’ coin or token in 
obtaining a preset score (adjust- 
able). 
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Right on 
target 


IDEA (Industrial Design Elec- 
tronic Associates Inc.) of Sycamore, 
Illinois, introduced its new game, 
Royal Dartes with Tru-Score. 

With an official, tournament- 
sized target and Tru-Score, a soft- 
ware technique to minimize errors, 
Royal Dartes has a new, classic 
design. 

The English Bristle board styling 
of the tournament-sized target con- 
trasts with the bold front panel 
graphics. The game has a modular 
cabinet, front coin door, and both 
sound and light to attract and 
reward players. 

The simple structural design 
incorporates an industrial quality, 
overhead light. 

There are five games of skill 
including High Score, 301, 501, 
Shanghai, and Scram. 

Cabinet dimensions are 88” high 
by 24” wide by 15%” deep. 


Spy Hunter, the new high-speed 
chase game from Bally Midway, is a 
game-driving challenge for 1984. 
Graphics and action are combined in 
a battle of spy vs. spy. 

Like the greatest of secret-agent 
movie heroes, the Spy Hunter 
player controls the world’s most 
incredible driving machine, equipped 
with an arsenal of weapons to ward 
off attacks from land, sea, and air. 

As tire-slashing enemy vehicles 
attempt to eliminate Spy Hunter, 
the driver must rely on a limited 
supply of deterrent smoke screens, 
oil slicks, or machine guns to escape 
impending doom. A deadly heli- 
copter hovers above his target and 
can only be destroyed by the vehicle's 
seeking missiles. 

Initially armed with limited 
weaponry, the driver must replenish 
his defenses by entering a moving 
weapons van. 
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European 
flair 


Rock-Ola Manufacturing Cor- 
poration has begun shipping its new 
compact phonograph, the Mode/ 
483, to distributors. 

An easy to maintain exterior fea- 
tures stained-glass styled graphics, 
new lighting, and a completely new 
grill design, company officials said. 

The new Model 483 provides a 
European flair for Rock-Ola’s com- 
pact phonographs. 

Rock-Ola’s digital microcomputer 
stereo system and bonus play fea- 
tures are continued in the new 
compact Model 483. 
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INTERSPACE 
VIDEO SALES 


Qg 


The Industry’s Bottom Line 
WE DON’T MEET PRICES. WE BEAT ’EM! 


FEBRUARY SPECIALS 


New, New Q*berts (ct) ........... cee $ 995 
TAPED (MEW): faces ees eck lowe qed oes 2395 
Major Havoc (new) .............ec ee eee 2495 
Ice Cold Beer (new) ..............00005 1445 
Track & Field (new).............0.0000. 2595 
LASER DISC SPECIALS 
DPACO ACC in ce Via catcnn ou se ku aula $4595 
EIRQTON, a eps oye outa Nee. dees 4695 
IANS sao ge ew etn din kate galanin aetuweaes 3695 
Dragon § Gall (USEO) tone gy ce teudeens 2495 
CHMWGNC OP ds ence daneet $s whoo ete 2595 
GOA OGG ihe bes way dans asin' BDA 3995* 


*(This great new game 
includes Cliffhanger Kit free) 


ATARI 
POLE POSITION i iiws.sanacaataivniecneans $895 
Cloak & Dagger (fits Williams’ games)........ 845 
NINTENDO 
IMANIO- BI OSe tes ta whe gag alae au ed ede ex oie $645 
DONKEY KONG S <a mexssteukandeacnadess 695* 
*(For cocktails too!) 
UNIVERSAL 
1 mB (0) 1g Gd <a $745 
KONAMI 
ROCK “i RODE. 5 & 4/s-65 604.5 iucieanaeauiekae’ $495 
TMG POU: sit ae actrees eevaGaeceua 625 
STERN 
BOSE: TOMI statist tne notes ak au Faie stow incre es $295 
POD ClAMEE jevieaebintintaddawendetesscacd 295 
TAITO 
Elevator ACUOiwstceoiiescare) hota $745 
Exerion (fits any game).................. 845 
WICO 


Championship Baseball 


Same Day Service UPS Shipping 


Want freight Pre-Paid? 
Add $90 per unit anywhere in USA 


1/800/221-7088 
INTERSPACE VIDEO SALES 
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_ ON YOUR MARK, GET SET... 


i otatahatahahahel 
~8-8 hahigh-t ts 


Track & Field adds new meaning to the word competitive. Featuring six popular 
events: 100-Meter Dash, Long Jump, Javelin, 110-Meter Hurdles, Hammer 
Throw and High Jump, the game can be played individually or simultaneously 
by up to four people. Each event is remarkably realistic. So don’t be left in the 
Starting blocks. .. get on your mark, get set and win, with Konami/Centuri 
Track & Field. 

_ Copyright 1983 Konami Industry Company, Ltd. 


cs : 
——S— 
Cc e ni LU ri ™™ We're Inventing What The Future Will Bring 


CENTURI, INC. 254 West 74th Place, Hialeah, Florida 33014 
Phone: 305-558-5200 + Telex: 803694 -ANSB Centuri * Cable: CENTURI 


Aids to the Trade 
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Alarm system 


Capricorn Enterprises announces 
the development of a line of self- 
contained alarm systems for coin- 
Operated equipment. 

The CAS-I is designed to fit all 
commercial video games, pinballs, 
and coin-operated phonographic 
equipment. The CAS-II is designed 
to fit pool tables, foosball tables, 
cigarette, and other vending ma- 
chines. 

Both systems have their own 
internal nine-volt power source, 
which allows them to operate inde- 
pendent of normal electric service. 
After installation, all possible access 
points of the equipment are wired 
into the system. Then, if the alarm is 
set off, it sounds a continuous high- 
frequency pitch until the operator 
disarms the system with the exter- 
nally mounted electric switchlock. 
This is the only method by which 
the system can be disarmed. 

The systems come complete with 
all mounting hardware, wiring, 
switches, and instructions for instal- 
lation. The master control units for 
each system are approximately 2.5” 
Xoo xi’ 

CAS-I costs $44.95; CAS-II is 
$54.95. Discounts are available for 
volume purchases. 

For additional information, con- 
tact Capricorn Enterprises, P.O. Box 
50021, Midwest City, OK 73140. 
Telephone: 405/732-7570. 
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Coinregister 


Cashscan Business Systems intro- 
duces Coinregister to its line of 
internal control products for re- 
tailers. 

The unit totals and tabulates cash 
drawers, bank deposits, and all daily 
coinage in a fraction of the time 
required to do so manually, company 
officials said. 

The Coinregister is available for 
$37.50 postpaid from Cashscan 
Business Systems, 39 Orchard St., 
Manhasset, NY 11030. 


Loudspeaker 


backboxes 


Quam-Nichols Company, Chicago, 
has introduced a new series of loud- 
speaker backboxes deep drawn to be 
seam and leak-free. In addition to 
providing improved audio qualities 
over welded backboxes, the ERD-8 
Series backboxes are approximately 
half the weight of welded backboxes 
and require less storage space, com- 
pany officials said. The new Quam 
drawn backboxes cost about the 
same as welded backboxes. 

Used to house ceiling-mounted 
louds peaker-transformer-baffle as- 
semblies, the drawn, one-piece 
enclosures are made of 22-gauge 
steel and coated with a durable pro- 
tective finish. 

The use of radius, rather than 
square, corners provides improved 
audio response. The ERD-8 Series 
uses a polyester urethane acoustic 


foam pad applied to the bottom 
inside of the enclosure to provide 
additional resonance and vibration 
control. 

A visco/elastic damping com- 
pound also is used to control noise 
and vibration from the backbox. 
This non-toxic, water emulsion 
polymer compound maintains its 
original quality and efficiency, 1s 
fungus resistant per ASTM-1924- 
70, and “‘non-burning” flame retar- 
dant per ASTM-D-635-68, company 
officials said. 

The ERD-8 backboxes are avail- 
able with or without % inch or % 
inch combination knockouts for 
conduit and with or without per- 
forated steel mounting straps. They 
will mount Quam baffle models 
BR8W, BR8 WC, BR8WCS, BR8 WP, 
and all Quam round C5 Series assem- 
blies and components, as well as 
other popular round baffles. 


Complete specifications on the 
new ERD-8 deep drawn round loud- 
speaker backbox enclosures are 
available from Quam-Nichols Com- 
pany, 234 East Marquette Road, 
Chicago, IL 60637. Telephone: 
312/488-5800. 


Delay-action 
cash box 


A new cash box with delay-action 
time lock is available from Turn-O- 
Matic Inc. 


Called Ultra, the cash box installs 
next to cash register locations, under 
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the counter, or on a shelf. Ultra cash 
box holds an average store's daily 
cash take and is also used for checks, 
credit cards, and vouchers. 

Larger bills can be deposited in 
the Ultra cash box througha slot. To 
empty the Ultra cash box, the key is 
used to start the delay-action time 
lock that normally is programmed 
for a 10 minute delay. 

When the 10 minutes are up, the 


1 . 
HIS CASH BOX is PROT 


DE 


LAV-ACTION Tyce? Bra 
ON TIME Loc 


red light comes on, indicating that 
the door can be opened. The 
Opening time is limited to 5 minutes 
at which time the door relocks auto- 
matically. 

For more information, contact 
Turn-O-Matic Inc., 2470 El Camino 
Real, Palo Alto, CA 94306. Tele- 
phone: 415/858-2860. 


AMUSEMENT MACHINE PARTS & SUPPLIES 


MUSIC-VIDEO-BEAAARDS.GAME 


ES- VENDING 
a 


Coin catalog 


A new color catalog is available 
for the amusement and game indus- 
try from D & R Industries Inc. A full 
line of parts and supplies for music, 
video, billiard, vending, and game 
machines is shown. 

For any additional information 
regarding catalog products, please 
call toll-free: 800/323-2852. 
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Duramold cabinet 


A special duramold cabinet 
designed by Williams Electronics is 
molded of hi-density polyethylene. 
The cabinet’s durability, company 
officials said, prevents shipping 
damage. The first duramold cabinet 
features Blaster. 

The cabinet is approximately 25 
percent lighter than the standard 
upright, making it easy to maneu- 
ver, according to company officials. 
It can be serviced without removing 
any exterior parts. The rear door, 
three-point locking system, and all- 
new cash box locking bar provide 
added security. 

For further information, contact 
Williams Electronics, 3401 North 
California Avenue, Chicago, IL 
60618. Telephone: 312/267-2240. 


Wico catalog 


Wico Corporation recently began 
distribution of its new 500-page 
1984 “The Source” catalog. 

Among the more than 400 new 


Jitems included are electronic parts 


and components for video games 
and vending machines, as well as 
billiards accessories. 

An additional feature of the 1984 
catalog is a return postcard offering 


operators the opportunity to use 
Wico-created traffic-building pro- 
motions. Some promotional ideas 


are record store tie-ins, video 
parties, and a fast food sweep- 
stakes. 


RHK-45 RHK-50 


Son-A-McGunn ; 
by McGunn Safe Company 


—Two-key safes 


The Son-A-McGunns, a new line 
of safes developed by McGunn Safe 
Company, are small enough to fit 
near the cash register. 

The Son-A-McGunns have a 
rotary cylinder into which cash is 
placed. With one rotation of the 
handle, cash, coins, and checks are 
dropped into the safe below. Once 
the money has been deposited, the 
only way to retrieve it is to open the 
two-key controlled safe door. 

This two-key locking system adds 
to the protection of the Son-A- 
McGunn since both keys are 
required to open the safe door. 
Decals emphasize that only one of 
these keys is kept on the premises. 

All models have four bolts that 
anchor the safe to the floor. Each 
bolt is capable of holding down 
2,000 pounds. 

The Son-A-McGunn line is avail- 
able in three different sizes: The 
Single Door Model priced at $595: 
The Double Door Model with an 
additional compartment for storage 
of bulky items, priced at $795: and 
The Mini Model for placement in 
delivery trucks, priced at $445. 

For further information, contact 
Ed McGunn or Pat Johnson, 
McGunn Safe Company, 106 N. 
Halsted, Chicago, IL 60606. Tele- 
phone: 800/621-2816 or 312/226- 
6767. 
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CLASSIFIED 
ADVERTISING 
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y FOR SALE Zé FOR SALE : TICKET 

y G : = — DISPENSERS 

Y a3 Z 

y ciegieear’ "he 7 | Ten Hole Miniature Got | JI Now Available Fos 
Z = Course. 5 electrified obsta- = 

y ROUTE Y = cles. 1 year old. Used indoors VIDEO GAMES 

GZ POSSITIVE CASH FLOW Z = only. Excellent shape! Kits or Components 

Y 30 Games — $60,000 y : E ie To beal 

G wcrareancane,r0.rexsss7 | 504/482-7726 | Fe eS 

Y Georgetown, TX 78626 Y : after 2 p.m. daily 2 5 q | MM 772-5 053 
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ALPHA - OMEGA SALES 


Send your Boards, Monitors, and Power Supplies to 
Frank “The Crank” — He'll Fix Them Right!! 
We'll split the freight on all pre-paid orders—minimum $500 


Track & Field @ Tapper @ Pole Position 2 @ Pool Tables @ Bill Changers 
Jukes @ Pins @ Lasers @ “Closeouts Arrive Daily” 
—Low PRICES on the Hottest Kits— 

Mr. Dol’s Castle @ Pole Position 2 @ Junior Pac-Man @ Donkey Kong 3 ® Time Pilot 
Mega Zone @ Cloak & Dagger @ Exerion @ Mario Bros. @ Elevator Action @ Intrepid 
Greyhound 3 in 1 and 4 in 1 $540 - $590 @ Roc ’n Rope - $395 
* NEW .984 & .900 Brass Tokens — 5¢ each * 


LOWEST PRICES ON GREYHOUND VIDEO CARD GAMES — AMUSEMENT ONLY! 
* Location Ready Specials - All Fully Guaranteed For 30 Days 


Baby Pac-Man ........----- $ 995 Pole Position..............- 2295 GAMES $395 
Centipede ............--+:- 895 eT 595 Bezerk, Frenzy, Galaxian 
Congo Bongo.........----- 795 Q*Bert (ct) new.........--- 1095 Gorf, Moon Cresta 
Bias oC 595 Bg 7 1295 Omega Race, Phoenix, Tempest 
Oe 395 Rowe bill changer 25 mc.... 1895 
Re ices ee 495 Moc nu Kope..........--..: 895 Pins as is complete $150 - 175 
ee Rr ee 1295 oe 895 Eight Ball Deluxe.......... call 
ON re 1295 BURN ee es 495 Cental. | .......5.03.4..- call 
i erie 795 Tee NOE i ee es ee 995 SpeakGasy ©.....---2-- «5045 895 
PACONADNE kc Sic oe woe ode 695 i i ee ee 695 Mr & Mrs Pac-Man......... 895 
Ms, Pac-Man .<....- 0.055: $ 1195 Toa Meepel........5.-..-:: 995 Sveriges 395 
Pole Position (sd).........-- 2695 
Conversion Labor - $100 CALL! We’ve got ’em! 3 Coral Street 

OUR REPUTATION IS Edison, NJ 08837 

$OLID GOLD 201/738-1800 
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ROUTE CLEARANCE SALE 


USED CONVERSION 


| | ME Pi Magd. 3. $1150 
OF BOARDS Sper Pac Non ee ee 850 KITS 
a 575 

Clearing House fo 450 and supplies 

Digs... 6. 475 

A eutioede. 3.1. 695 

We Buy & Sell Detoss ine ee 2950 

y “ore eee rs WANTED 


Used Boards! 


Y.C. ENGINEERING 


P.O. Box 1194 
Lavergne, TN 37086 


615/793-9142 
Telex: 5 3-462 5 


USED PC BOARDS 


PAC MAN PLUS KITS MIDWAY 
MANUFACTURED $75.00 
** 30 DAY WARRANTY #** 


B & B VENDING 


1560 Edison St., Dallas, TX 75207 


214/747-0041 


CALL FOR QUOTES 


VIDEO GAME OUTLET, INC. 


14816 Main Street 
OFFICES IN: Dallas; Midland/Odessa Gardena, CA 90248 
Amarillo and El Paso 


PERUQQOGHURRERORURSERQERCRGRERRDGGEUGURERRORERRRCRURCCCGEUROGEOOEOR: 2 13/5 16-95 2 > 


SAUCUCEEOUUOURCRROUHOGHOCUCUUCUOGERGERORUGEOUROCROUEOODOGECORGCNGUHGGRGONGCROORGERGORUOROCES 


SURGREOTE 


LEARN TO REPAIR 


oeeeeee8 ee © e® © @ © © @ 


Astro livader............ 
BAtIe7One .... 125 
Herc. li 1/5 
Baby Fac Man ........... 1000 
CGiilipede ........:...... 650 
Defender ................ 


Bpace (JUcl .............. 

Super fac Man........... 850 
Tempest ................. 300 
ZOXNGD.................. 400 


| volumn coin handling. FREE TRIAL OFFER: 


SORT & COUNT 
COINS FAST 


e Video Game Boards 
© Power Supplies 

e And Monitors 

IN YOUR OWN HOME! 


Our complete Analog and Digital 
Course is taught on ten (10) video 
tapes (approximately 30 hours) 
“100% Satisfaction Guaranteed” 


For More Information, Call: 
800/221-0834 


(in NY State) 212/377-0369 


or write: Electronic Institute 
of Brooklyn : 
4801 Avenue N (corner E. 48th St.) 
Brooklyn, NY 11234 


COIN COMPACT REUSABLE 
SORTER COUNTER COIN 
PACKAGER ye ule PACKS 


NADEX plastic coin equipment and reusable 
1 coinpacks provide today’s best value for small 


SATISFACTION GUARANTEED. Write for details. 


NADEX Industries Dept. 84005 
220 Delaware Ave., Buffalo, NY 14202 


CALL COLLECT 


915/695-6352 


AUCTION 


National Convenience Stores & Bally S.W. 
FOR SALE  10A.M. — SATURDAY, FEB. 25, 1224 N. Post Oak, Houston TX 


240 new video game cabinets. Unas- 
sembled. Walnut formica sides, alumi- 
num T-molding. $50 each. Frequency 


Over 250 late model, new & used videos, pinballs & jukeboxes will be sold at 
this auction. Consisting of but not limited to: 


MA.CH. 3 Dragon's Lair Star Wars 
discount. 214/263-3595 Crystal Castles Susann Discs of Tron 
Ms. Pac Man Galaga Moon Patrol 
Millipede Bump n’ Jump Popeye 
. Donkey Kong Junior Frogger Lady Bug 
ARCADES FOR SALE Kangaroo Centipede Jungle Hunt 
; . Assortment of Pins & Jukes 
2 Prime Locations Please realize the preceding is an incomplete listing. 
Baltimore Surburb TERMS: Full payment day of auction. Strictly cash, cashiers check, personal or 
Includes aes 65& 90 games; company checks only with a current bank letter of guarantee. No exceptions 
2 Rowe Bill Changers in each. please. For more information, call: 
Call for details. 5014 /774-0777 
day 301/244-1111 
evening 304 1490-1556 Next Auction - 10 A.M. MARCH 31, Nat'l Guard Armery, Texarcana, AR 


Auction Conducted By: Mark C. Thomas & Garry Holcomb 
1414 New Boston Rd., Texarcana, TX 75501 
Licensed & Bonded TXE 064-1322 ARS 014-0484 


or 
301/625-2624 
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REPLACEMENT 
MARQUEES 


For all current games - $25 
O.E.M. prices available 


E-PROMS 
2764’s - $9.00 each 
9732's - $5.00 each 
SUZO JOYSTICKS 


with micro switches 
$10.00 each 


Power Supplies - KGD - 23 
$40.00 each 
+5V / 6 amp -5V / 1 amp 
+12V / 1 amp 


New Way Video Systems 
21 Langdon Street, Everett, MA 02149 


617/322-2033 


ARCADE FOR RENT 
(on Boardwalk in Ocean City, MD) 
Well established 5,000 ft. arcade 
Available in extremely busy 
Boardwalk location! 
CALL OWNER AT: 
305/979-1391 or 516/496-3227 
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ar 


GROWTH OPPORTUNITY.” 
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WANTED 


Namco Shootaways 
Shooting Trainers 
Taylor Manufacturing’'s 
Mr. Top Guns 


BRUCE AMUSEMENTS CORP. 
532 New Brunswick Ave. 
Fords, NJ 08663 


201/738-7171 


PSS SCC CC CSCC Ce SCC CULT ETS S| 


—USED— 
PC BOARDS 


e TOP GAMES 
e BEST PRICES 


Call Leslie: 


916/293-0087 


Te a a OU a 


* 


GP RTH HAH IIIA AISA SSIS SSA 


: VUNROUUUNOOUDEOHOUUHOUODUCUOUUEOUOEHROOOQUOROQEOOOOUEOUCOROUEOUORERERSS 
WURLITZER 1050 
(WORKING) 
$5000 or Best Offer 


803/723-5634 


TAUGHOOHUGEDGGUGONDOUDGRDGODODUQOQQGRDRERGHHDGOQGRRQGRORROOROQRDGRROER 


CUREHORUCREECCGUEEEEOUCUREEERS 
HORUERRCGUEEQUQGUERGGRGR0R8 


ba | 


10 PHILADELPHIA-TOBBOGGAN 
SKEE-BALLS 


2 solid state 8 mechanical w/electronic 


conversion kit. All with dispensers. All A-1 
condition and now working. 
518/372-4609 after 6 p.m. or 
813/996-2843 anytime. 


SEND RESUME, INCLUDING SALARY TO: PLAY METER MAGAZINE, 
P.O. BOX 24170 DEPT. CC, NEW ORLEANS, LA 70184 


RARER eaetans & tt 4.4 &.4.o.4.0.4.4.4.4.6.4.5.0.0.2.0.0.0.0.0 2.0.0,0,20,2,2,0,9,0,0,9,0.0,0.0.1 


PE KK KK KKKKKK 
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WANTED 
SALES MANAGER 
MAJOR MIDWESTERN DISTRIBUTOR 


FEBRUARY OPENING FOR MAJOR BRANCH DIVISION. MUST HAVE 
BROAD BACKGROUND IN COIN-OP BUSINESS. MUST BE SELF- 
STARTER, AGGRESSIVE AND DETAIL ORIENTED. “A GOLDEN 


2 AO a OO Oa Og a 


ENCLOSED MALL 


Arcade for Sale 


Located across from cinema 
Long remaining lease 

More than 60 games 
Reason for sale: Gasoline 
merchant leaving game 
business 


Contact: 
(512/686-0505) 
BES! INC. 

2215 W. Highway, McAllen, TX 78501 


“Too many coins 
or tokens to 
count by hand?” 


‘Cut Counting Time 
70% with Klopp 
Counters & Sorters 


Count/wrap $1,000 
in 20 minutes or less. 


Portable, manual or electric 
rugged, no plastic, made in USA 
Full one-year warranty 


Economically priced 
—— Call or write for full details —— 
“Our 53rd Year” 


KLOPR: 


KLOPP LNTERNATIONAL, LNC. 
P.O. Box 708 


Pinellas Park, Florida 33565 
(813)522-9425 
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Call or Write: 


Susan Janovici 
Malibu Grand Prix Corp 
21300 Califa Street 
Woodland Hills, CA 
91367 

(213) 703-0022 
(800) 423-5487 


Locations through- 
- out the United 
States. Videos and 
Pinballs always avail- 
able at good prices 
from our chain of 
game rooms! 


Mahe) Loe. | 


MALIBU FUN CENTERS. 


UPGRADE YOUR PAC-MAN OR MS. 
PAC-MAN! This new conversion gives play- 
ers a choice between the original game and the 
faster, more challenging EXPERT LEVEL. Guar- 
anteed to increase collections! Game labels and 
instructions included. Five minute installation. 
Write for free information or send $79 per kit 
to: M.B.N. Electronics Dept. 2,262 Courtland 


St, Painesville, Ohio 44077. (In Ohio add 55% 
sales tax) 


SALES PROFESSIONAL 


LEADING MANUFACTURER OF VIDEO AMUSEMENT GAMES 
WITH SOLID NATIONAL SALES IS CURRENTLY EXPANDING 
ITS ROAD SALES FORCE. EXCELLENT CAREER OPPORTUNITY 
FOR HIGH ENERGY INDUSTRY PRO WITH PROVEN TRACK 
RECORD AT OPERATOR/DISTRIBUTOR LEVEL. LIBERAL 
DRAW, ALL EXPENSES AND EXCELLENT COMPANY BENE- 
FITS. REPLIES WILL BE HELD IN STRICTEST CONFIDENCE. 


REPLY TO: PLAY METER MAGAZIN E, P.O. BOX 24170 DEPT. MI, 
NEW ORLEANS, LA 70184. 


FOR SALE 
Amusement games and vending 
operation in Colorado’s finest year 
round resort - Ski Country, U.S.A. 
Growth of area offers unlimited 
expansion potential. Business con- 
tinually growing with over 40 
contracied locations served with 
more than 250 machines. For more 
information: Call: 303/879-0799 or 
Write: P.O. Box 773179, Steamboat 
Springs, CO 80477 


PLAY METER CLASSIFIED ADVERTISING 


Play Meter’s classified ads are sold by word (75¢ per word with a $10.00 minimum) 
or by inch for a display-classified ad ($30.00 per column inch with a 1 inch mini- 
mum and a 20 inch maximum). Prepayment must accompany ad. You may pay by 
check, money order, Visa or Master Card. Deadline schedules are available upon 
request. Send ad orders and prepayment to: Play Meter Magazine, P.O. Box 24970, 
New Orleans, LA 70184. For more information, contact Karen Gray 504/838-8025. 


Write in or attach ad copy 


: NORTHERN CALIFORNIA'S 

_ VIDEO CONNECTION 
Lowest Prices On: 

CONVERSION KITS/BOARDS 

NEW & USED GAMES | 


COMPLETE KITS 
Donkey Kong—$145 @ Popeye—Call 
: Donkey Kong, Jr.—$245 
Kits Include: P.C. Board, Header, 
Control Panel & Front Plex 
BUY e SELL e TRADE 
916/678-5189 


State 


otal Wucigsed 


Ye eet No 2. Expiration Date 
Master Card Acct. No. 


REVITALIZE LASER GAMES 
Maintain competitive edge by converting 
to 1 coin per play. $19.95 kit with parts; 
$29.95 assembled & tested. Coin Doubler, 
311 SW 3rd Ave., Gainesville, FL 32601 

904/371-9149. 


ING. Of sues. sss 


Authorized Signature 
—— eee 
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COIN SIOT 


® 


INTERNATIONAL 


UNIQUE OPPORTUNITY FOR AMERICAN OPERATORS 
TO LEARN ALL ABOUT WORLDWIDE TRENDS 


GOOD NEWS FOR 
U.S. INDUSTRY 


THE other man’s grass may not always be greener, but it is Satisfying to 
know it’s not. Similarly, it’s worth knowing how he got it that way. 
Isolationism is definitely a thing of the past and every American operator - 
needs to know what is happening in the coin machine industry beyond his  & ie : 
own shores—if only to know what he’s missing. i die Pie Ptcssocc! 


Loe Sat ; 


For that reason, we think you must 
keep abreast of trade events, new 


984 equipment, methods of operating and the 
sree problems besetting your colleagues in 
other countries. 
WHO WORLDWIDE There is no better way of finding out what is 
12,000 NAMES happening in the rest of the world’s coin 


machine industry than reading Coin Slot each 
week. It has an audited worldwide circulation 
of 31,600, which demonstrates the appeal of 
the publication and illustrates why it is 
regarded as the world’s most authoritative 
medium for coin machine information. 


The coin machine 
industry's most 
comprehensive directory 
of manufacturers, 
distributors and operators. 


An invaluable reference 
Catalogue for every 


It is published in Great Britain, in 
newspaper format, every week! That means 
“sabes that no publication anywhere in the world has 
conscientious member of a faster news service on coin machines and 
the industry worldwide. coin machine events. A major video games 

exhibition in Tokyo, a coin machine show in 
Acclaimed from America to Australia, an amusements exhibition in 
Zaire — make sure your Germany—these and so much more is fully 
copy is ordered by visiting reported in Coin Slot within a matter of days. 


us In the Press Lounge at That makes it an indispensible aid to 
AMOA. business for any Operator with a keen 
awareness of the necessity of knowing what 
the trends are elsewhere and particularly for 
detecting early whether those trends are likely 
to affect his own business. 


Many American manufacturers tell us that 
very often their Press releases make their way 
to the Coin Slot offices in Lancashire, 
England, are printed and published in Coin 
Slot and are back on their desks in the United 
States before they have seen the same releases 
published in their own country! 


CALL JOYCE TODD 
OR STEPHEN WHATMORE 


TELEPHONE 
(01144) 61-624 3687 


You can get Coin Slot each week, by air 
mail for just $86 for a full year’s subscription, 


by filling in the coupon below. 


Telex: 667352 


Similarly, if you wish to keep abreast of the 
news behind the news, there is no finer way 
than by taking Coin Slot’s glossy quarterly 
magazine, Coin Slot Location, which takes the 


key issues of the moment and conducts an 
in-depth investigation into their background. 
Full of colour, packed with information and 
presented in a decidedly up-market format, 
Location has, in its three-year life, created for 
itself a respect unrivalled internationally. 


That too can be on your desk by air mail for 
$45 per year and with Coin Slot itself provides 
you with all you need to know about coin 
machine matters anywhere in the world. 


Upcoming events destined for full and fast 
€xposure in our publications include the 
JAMMA Coin Machine Exhibition in Tokyo 
in September; the London Previews, Enada in 
Rome, FER ’83 in the Spanish resort of 
Malaga, the Internationale Automaten-Schau 
in Zurich and, of course, AMOA itself in New 
Orleans, in October. In November we'll be 
back in New Orleans for a look at the IAAPA 
Show and in Vienna for the Austrian 
exhibition Incomat. Before the year ends we'll 
also be in Paris for Forainexpo. 


With the new year comes the 
Van-Expo/Horecava show in Frankfurt 
providing a comprehensive look at the West 
German scene and one of the UK’s premier 
trade events, the Northern Show in 
Blackpool. In February there’s the new 
Amusement Showcase International in 
Chicago and ATE, still perhaps the most 
Prestigious coin machine event ‘anywhere, in 
London. March sees a quick return to Chicago 
for AOE, Spain for SADA "84 and Ireland’s 
Coin-Op event in Dublin before the season 
comes to a close with the Milan Fair in Italy. 


Other events, big and small, will also figure 
in our plans —whick adds up to the most 
complete international exhibition reporting by 
any publication anywhere. If there’s a game to 
rock the world at any of those shows, you'll 
not miss it if you are a subscriber. And that, 
by itself, is full justification for keeping in 
touch by subscription to Coin Slot and Coin 
Slot Location. Do it now! 
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To World’s Fair Limited, P.0. Box 97, 2 Daltry Street, 


Please rush me by Air Mail 


COINSLOT (WEEKLY) $86.00 [J 


COINSLOT LOCATION (QUARTERLY) $45.00 CJ 
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NAME 
Fe Se a 


COMPANY 


ADDRESS 


UPON AND MAIL TODAY 


off Shaw Road, Oldham, Lancashire OL1 4 B, UK. ° 


NEWS BRIEFS....... 


The Amusement Operators Expo is noted for its no-nonsense, nuts-and-bolts approach to 
operator education. AOE '84, to be held March 9-11 at the O’Hare Expo Center in Chicago, gives 
operator education top priority. AOE ’84 will feature 47 two-hour seminars while Amusement 
Showcase International will have only 23 one-hour seminars. Operators will not only learn, but see 
new equipment as well because the AOE claims 57 exclusive exhibitors. 


The Play Meter Awards, given for the top video and pin of the previous year, will, for the first 
time, also recognize the top novelty piece of the year when they’re presented at AOE ’84. Ballots are 
being mailed now. Please return your ballot by February 24. 


The U.S. Justice Department may lift a consent decree it imposed on Bally in 1972. If the decree 
is lifted, Bally could set up exclusive territories for its distributors. The decree was agreed to by Bally in 
accordance with a regulation prohibiting exclusive territories. But a 1977 Supreme Court ruling now 
allows exclusivity providing a review determines it does not inhibit free competition. 


A Public Safety subcommittee recommendation that the state of Connecticut place 100 video 
lottery games in bars and lounges throughout the state for a six-month trial was rejected by Attorney 
General Joseph Lieberman's opinion that they are not permitted under current law. New legislation 
also appears unlikely; Governor William O’Neill said he opposed the games, calling them “electronic 
slot machines.” 


Leisurcor Inc., a Minneapolis-based management company, has purchased the nine Tex Critter 
Pizza Jamboree restaurants and 12 Superfun video arcades which previously composed two of the 
three operating divisions of Castle Entertainment. Castle has been operating under Chapter 11 of the 
federal bankruptcy code. According to Marc Teren, CEO of Leisurcor and already a partner in six 
Minneapolis Chuck E. Cheese franchises, the new stores are closed for major renovation. 


Auto-Photo Company of Costa Mesa, California, operator of coin-op photo studios, has 
acquired operations from firms in Philadelphia, Houston, and Boston to increase its number of units in 
operation to more than 1,000. To accommodate the increased number of sites and to upgrade 
equipment, the firm has added a new assembly plant in Long Island, New York. 
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Continuing its move toward diversification, Williams has announced a new venture, The Enter- 
tainment Television Company, which will produce musically oriented television programs. The venture 
is being launched in cooperation with two accomplished producers, Charles Koppelman and Martin 
Bandier. 


MVS Amusements of Indianapolis and Williams Electronics have jointly donated the use of a 
Joust pinball to the Children’s Pavilion of Methodist Hospital there. Hospital officials said Joust helps 
meet the patients’ total needs. 
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WATCH YOUR PROFITS... 
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AMERICA’S LEADER. KIDDIE RIDES USA 


If it’s new and money making, | We maintain the largest Best in service. Largest parts 1years inthe Childrens 
Kiddie Rides U.S.A. has tt inventory of the latest, best —_ inventory in the business Amusement Industry. 
and has it FIRST. We represent +money making rides in the with 8 full time technicians to 
the leading U.S. and European marketplace. Ourselectionis assist you. Call TOLL FREE 
ride manufacturers. FIRST with unparalleled inthe industry. for same day service and parts. 


hydraulics, and consistently Immediate delivery on ae 
FIRST in the Children’s most rides. Hoe NER OLD ee 
Amusement Industry. _ Lowest prices in the country. Kiddie Rides USA 

Custom design planning. 604 Main - Davenport IA -52803 


1-800-553-8000 TOLL FREE 
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